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—the steel case waterproo] 


—the world’s best dry cell for 


dry battery that defies ignition, bells and buzzers, 
the elements! and all general purposes! 
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Columbia sales mean both profits for your 
dealers and economy for their customers! 


Its higher initial power tells but half the story of Columbia 
Dry Battery supremacy for gas engine ignition, tractor ig- 
nition, blast firing, motor boat ignition and lighting, and 


universal bell and buzzer service— 


It is literally true that “they last longer,” 
too. Columbias assure thorough customer 
satisfaction and continued repurchasing 
from your dealers’ stock, and you know 
what this means to your own sales record 


It will pay you, and it will pay every dealer you call upon, to concentrate 
on Columbia. A steady stream of Columbia Advertising is directing 
customers to your dealers’ doors—general magazines, farm papers, news- 
papers. Columbia Quality is your dealers’ best assurance of continued 


and growing good-will. 
Concentrate on the Columbia Line and prosper 


NATIONAL CARBON COMPANY, Inc. 
Long Island City, N. Y. 


Atlanta Chicago Cleveland Kansas City San Francisco 


Columbia 
Dry Batteries 


-— they last longer 
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With the Editor 


ROM now on we will at all times 

be in the market for practical 
sales “Stunts” which have been suc- 
cessfully employed by any electrical 
dealer or contractor. These will be 
printed in the Sates Ipeas_ section 
of THe Jopser’s SatesmMan. The sum 
of $2.00 will be paid for each stunt or 
idea found available for publication. 
As you go about among your dealers, 
be on the lookout for those ideas in 
merchandising which have the ear- 
marks of being business producers. 
If you will co-operate in this way 
the quality of Sates Ingas section 
can constantly be improved and it 
will become increasingly valuable to 
you in your work with the dealers. 

* *# & 


O NOT forget that next month’s 

issue will contain special feature 
articles on the subject of Radio. 
Sates Ipea section, also will be 
wholly devoted to that subject. That 
issue coupled with the present one 
on Christmas selling will give you 
ammunition in plenty to get your 
dealers started and keep them “pep- 
ped up” to make this the greatest 
electrical Christmas in the history of 


the industry. 
* # # 


fe GREAT many of our readers, 
particularly in the Middle West 
and Canada, know,“Duke” Smith, per- 
sonally, who is one of the field repre- 
sentatives of Tue Jopper’s SALESMAN. 
Those who have not met him have 
at any rate read his stories over 
the pen name “Hard Luck Sam.” 
In his travels, the request has been 
made innumerable times that a de- 
partment of jokes be put in Tue 
Jopper’s SatesMan. So finally we 
have decided to give up some space 
each month to what Sam may con- 
sider to be humor, making him re- 
sponsible for the same. So look for 
“Shelf Goods” in this issue and laugh 
or weep as the occasion may demand. 
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SECON —Beaver advertising—THIS S/ YNTH— in 
“Electy Retailing,” “Electrical Merchandising,” et¥ag@imound- 
ing riple Duty home to the trade and paving {wep for 
YO convincing talk by offering special co-operation ithe 
wg@pof Xmas window displays. We'll do the same thing f 
th and the month after. We are giving you our supy 
e ask for just a little bit of yours. 


Will Yeh? — Will Yeh? —~ Attaboy 


Beaver Machine & Tool Company, Inc., 625-647 North 3rd St., Newark, N. J. 
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Editor’s Page 


Boyd’s Plan for Securing Farm Radio 
Business 

ECAUSE of his actual need for it, the 

farm owner is bound to become the greatest 
buyer of radio equipment of any single class. 
All agree that in the rush of the past two years 
this field has been neglected. Last May an 
official of the United States Government was 
sent to Hot Springs to urge the electrical job- 
bers to do their part in opening channels 
whereby the farmer might as quickly as pos- 
sible be placed in possession of this most needed 
utility in the carrying on of his business. 

So far the question has been how to sell 
radio to the farmer. Sales methods must be 
adapted to his way of doing business. The field 
is a special one but tremendously large. 

In this issue, Carl D. Boyd presents the most 
logical plan for going after farm radio. trade 
that has thus far come to our notice. It is a 
definite plan. Not too many factors are in- 
volved. It is founded on past personal expe- 
rience with the farmer as a buyer. Carl Boyd 
knows the farmers well. He was in the “Inde- 
pendent” telephone business for many years. 
He went out among them, he lived with them, 
he organized them into groups and sold them 
telephone lines and equipment and service. 
Here is a man who knows what he is talking 
about, and his article is commended to your 
very careful reading and analysis. 

* * # 
“Flectrical Service Station” Idea 
O™ OF our manufacturer friends is push- 
ing a good idea. It is covered in the 
words “Service Station for Electrical Appli- 
ances.” His dealer cards carry these words in 
prominent display. The idea is not new but 
itis good. What a tremendous help it has been 
in the automotive field where it early became 
current. How quickly did the car-owning pub- 
lic come to tie up the service idea with auto- 
mobile garage and dealer’s place of business. 

Today the public does not think of the elec- 
trical dealer or contractor’s place of business 
as a “service station.” Lacking as yet any- 
thing other than the most elementary knowl- 
edge of the operation of the electrical appli- 
ances which they own, when trouble of any kind 
comes, people think that the lighting company 
is the only place to go for help. 

Every contractor-dealer’s place of business 
should carry a sign “Electrical Service Sta- 
tion.” Wetterheads, business cards, bills, circu- 
lars, advertising of all kinds should carry it. 


This is a movement which we might say that 
the Joint Committee for Electrical Develop- 
ment ought to get behind, or some group of 
interests. But if all the jobber salesmen who 
read this would get back of it they could “put 
it over” in six months’ time. They constitute 
a field force reaching every contractor-dealer 
many times a month. Let every one make it his 
business to get the “Electrical Sef¥ice Station” 
sign up in some form and impress upon the 
trade the value of getting the words into all 
printed matter from now on. 


—. + = 


Roosevelt Would Have Made a Great 
Salesman 

O THAT interesting and highly instructive 

magazine, “The Live Wire,” published by 
The Erner and Hopkins Co., of Columbus, 
Ohio, we are indebted for the following story. 
It tells why Roosevelt would have made a won- 
derful salesman, and, together with the moral 
drawn therefrom, is worth passing on. 


Three men sought admission to heaven. One 
of the men was George Washington. When 
St. Peter asked him who he was he replied: 
“The father of my country.” 


The second man was Abraham Lincoln. St. 
Peter asked him the same question and he re- 
plied: “The savior of my country.” 


The third man was Theodore Roosevelt. 
The keeper of the gates looked at him suspi- 
ciously for a moment and then asked him who 
he was. “None of your business,” replied 
Roosevelt. “Where is God?” 

There are a lot of salesmen who dissipate 
too much time in carrying on negotiations with 
men whom they think are very important but 
who in reality are only go-betweens. 

It takes several years for a salesman to 
thoroughly master a proposition so that he can 
answer all the many questions which the man 
who will ultimately sign the order may ask. 

It is foolish indeed to expect a subordinate 
to absorb in a few moments sufficient informa- 
tion properly to present your proposition. If 
you entrust your cause to him you are playing 
with the cards stacked against you. 

Be kind and courteous to everyone, but if 
you want to make the most of your time and 
get orders instead of stalls, don’t do business 
through ambassadors. Find out who the man 
is that has the authority to sign the order, and 
tell your story to him. 
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When Your Customer Asks- 




































ou can tell him this~ 


Point 1. wired home—and there are nearly 





: . 11,000,000 wired homes now. 
Hot Spot’s advanced engineering Mota t ‘ 4 
Liberty Hot Spot design and construction, with beau- ° : 
Speelieations tifully nickeled finish, afford appear- Full profit margin makes it worth 
ce ee ie en tae ance and utility equal to other hot your customer’s while to give Hot 
these points: Frame and three legs. 20 plates of twice the price. Full size, Spot a prominent place on his 
SS full heat, its operating cost is un- counter. 
. . . e 
Special deep groove element base of finest usually low, with consumption of Point 5. 
porcelain brick composition. 5% in. in 550 watts. . 
diameter, : Square deal policy assures every 
Genuine Nichrome heating element. Point 2. dealer he can get behind Hot Spot 
Ample ventilating space and heat and ° n H H 3 
current insulator between element base and Hot Spot plugs in on any 110-volt and continue to push it 
metal parts. socket; genuine Nichrome element Point 6. 
s a , and- ° i e 
pon od lg Rage sah Egg develops intense heat; pure white Full year’s guaranty protects cus- 
Two porcelain terminal bushings, strain porcelain element base; S1X feet tomer, dealer and jobber against 
relief bushings and bracket. Beautifully heavy heater cord; ebony finish de- defective material or workmanship. 
black finished detachable handle of tachable handle ~ 
stamped steel, will not chip or rust. a € ° Point ae 
All covered by one year guarantee against > . a $ . 
defects of ‘material and workmanship. Point 3. Diabolically attractive display card 
Dimensions: 4 in. high; top diameter 6% Hot Spot’s exceedingly moderate and other selling helps enable your 
. : > 71 j . P 2 5 . . . . . . 4 

a a oe ee price brings it within the means of customer to tie in on Hot Spot 
Capacity: 110-120 volts; 550-650 watts. practically every family living in a popularity. 
Packed complete in attractive individual 
ge erg dy llegar el ne ge And lastly—Remember and tell your customers 
12 and 24 to a case; gross weight case of se ° : pon 
12—33 pounds; case of 24—70 pounds. that “Liberty Users become Appliance Boosters. 











“You tell ’em,—you’ve got the facts.”’ 


THE LIBERTY GAUGE & INSTRUMENT 
COMPANY 


6545 Carnegie Ave., Cleveland, Ohio 


Pacific Coast Office 426 Byrne Bldg., 
Los Angeles, Calif. 
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LIBERTY USERS BECOME APPLIANCE BOOSTERS 
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Build a Fire Under the Dealer 


Your Christmas Profit Depends on Getting Him Started—Well- 
Lubricated, Success-Insured, Sales Ideas Are Better Than 
Complicated, Mystifying Campaigns 


EVERAL hundred thousand dollars’ worth of good 
S black printers’ ink and good white paper are con- 

sumed every year to spread this trite and obvious 
advice, to-wit: Start your Christmas selling early. 

In spite of which every year we find electrical dealers 
drifting imminently toward the Day of Theoretical 
Peace on Earth in a state of stupified unpreparedness; 
they awake with a snort about December 17th, and in 
a mad scramble for the Christmas kale they perform 
prodigies of merchandising assinity, usually arriving at 
the annual January first inventory with more miscel- 
laneous junk on hand than you'll find in a second-hand 
ship chandler’s. 

Just why the electrical merchant should persist in neg- 
lecting the Christmas spender until after he’s done most 
of his spending, is hard to understand, but my personal 
notion is that: First, he doesn’t know what to do: Sec- 
ond, he doesn’t know how to do it, and Third, most of 
the good advice that’s been offered him in the past has 
been so complicated that it simply mystified him. 

Reminds me of the story Bill Feather tells about the 
dinge that was to be hung down in Georgia. This buck 
chocolate drop had been convicted of cutting up a col- 
ored brother, and the bewhiskered Court sentenced him 
to be hanged by the neck until he was dead, dead, dead. 
Sounded serious to Sam. He asked what could be done 
about it, and the warden of the prison told him that 
about the only thing was to write a letter to the gov- 
ernor. So Sam dictated this letter: 

“Dear Marse. Govnur: 

“They’s fixin’ to hang me on Friday, and here it am 
Tuesday. Yours truly, 

Sam White.” 

That, in a dozen words, sums up the mental state of 
a good percentage of your electrical dealers as the holi- 
days approach. “Christmas will come on December 
25th, and here it is the 15th.””. Wurra—wurra! What 
to do? 


You've seen this sort of befuddlement hit the trade 
every year since 1905. If you live, you'll see the same 
thing in 1995. The only thing to do about it is to do 
your little bit. 

* a2 

One great trouble, we have said, is that the average 
sales program is too complicated for the average dealer. 

Another trouble-is that most special sales programs 
are based upon a single product, and are so set up that 
to follow them the dealer is forced to neglect all the 
rest of his business. 

But the biggest trouble of all is that the dealer just 
stalls. He’s like the prospector on the Laramie Range 
whose cabin roof had a hole in it; when it rained he 
couldn’t fix, it, and when it was clear it didn’t leak. 
And so with your electrical dealer: he can't seem to 
see any sense in bothering about Christmas stuff at 
Thanksgiving, and then when it comes pretty close to 
Christmas it’s too late to do anything. 

So you, if you expect to get much of any profit out 
of this coming Christmas hysteria, must first of all bend 
your efforts toward getting your dealers to start. 

They'll never get any place if they don’t start, and 
they won't start unless they commence. 

Build a fire under ’em. 

he 

In the second issue of Saxes Ipeas section here- 
with, you will find an assortment of well-lubricated, 
success-insured, one-man selling hunches suitable and 
effective for use around Christmas time. 

Understand, first of all, that these ideas have worked. 
They are not based upon theory, hope or hop. They 
are leaves torn from the book of experience. Some- 
body, somewhere has already tried them out and found 
them profitable. Your dealers can find profit in them 
also. 

Now, here is .a truth about sales schemes which a 
good many of us overlook; and that is, not every man 
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can make a success of every idea. The dealer’s loca- 
tion, the class of his trade, the size, style and complete- 
ness of his store, the size and speed of the town, the 
degree of local electrical development, the attitude of 
the central station—all these are factors which may 
enrich or ruin the perpetrator of any sales activity. 
Hence, a good deal of discrimination may be employed, 
with profit, in the selection of the idea or program that 
will “work”. 


Time was when a proper Christmas gift was some 
useless gewgaw. I had an aunt once, who did a nice 
Christmas business in plush-covered rolling pins. In 
our house, the Natal Day was ushered in with examples 
of amateur china painting, crocheted doilies for the 
what-not, embroidered suspenders for the Old Man, 
knitted bedroom slippers lined with fuzz and a satin 
dofunny for holding Sis’ hair ribbons, made like a bill 

fold, only larger, which 





That is one of the best 
things the jobber’s sales- 
man can do for his trade. It 
sometimes requires patience, 
and always requires brains, 
but the mental and moral ef- 
fort is generally well repaid. 
For once you induce a dealer 
to make a winning effort, 
your job thereafter is not to 
keep him going, but to keep 
him from running wild. Once aes 
he “tastes blood” he won't 
stop until he’s made his pile ( 
or gone busted. However, 
there are mighty few cases Nit ial 
on the records of a man who 
went busted trying, so you 
needn't worry over that. 


@Doesrt he 


si | 


LOCEEA 


* oe Ox 
One sales idea which is 
pretty near universal in its 


application is the use of a 
Christmas slogan. If every 
retail and wholesale outlet 
for electrical merchandise, if 
jobbers, dealers and central 
stations would adopt the slo- 
gan, “Give Something Elez- 
trical this Christmas,” and if 
all would print, write or rub- 
ber-stamp this slogan on 
every bill, letter, envelope, 
advertisement, bulletin, cat- 
alog, quotation and memo- 
randum that goes out of any 
of these electrical establish- 
ments between. November 1 


Electrical.” 


installed early. 





The Dealers Xmas 


Troubles — 
pager he he 


eo 


How to Help Him 


Pigs tT. Adopt and urge him to 
adopt the slogan “Give Something 


ECOND. See that Christmas store 
displays and window displays are 


HIRD. Pick out one or two or a 

dozen sales stunts for every dealer 
you visit and induce him to play them 
early and to a finish. 


smelled of musk. Although 
good taste and custom have 
largely outlawed that sort of 
unesthetic junk, most of the 
things still given at Christ- 
mas are of a futility quite as 
hopeless. The idea of sen 
_ sible, useful Christmas gifts 
is by no means universally 
accepted, and until it is we 
electrical men have our work 
cut out for us to get a fair 
share of the money that’s 
afloat at the joyous Yuletide. 
We must, I say, realize 
that we are in competition. 
not with each other, but with 
the jeweler, the furniture 
man, the book publisher, the 
leather goods trickster, and 
the vast army of manufac- 
turers, jobbers and dealers 
in so-called novelties. With 
so much competition from 
the outside, we should and 
can forget the useless com- 
petition among ourselves; we 
should hang together and 
put across to our mutual! 
profit the big idea of elec- 


trical gifts. 
oe ae 








io. do 


ih 
sila 


What steps must we take 
to do this? 

First, adopt and urge oth- 
ers to adopt the slogan. 
“Give Something Electrical.” 

Second, see that Christmas 








and Christmas Day, the 
amount of stuff we'd all sell would be probably more 
than doubled. 


The power of a slogan is something few people ap- 


preciate. The paint men’s “Save the surface and you 
save all” has sold millions of gallons of paint. “Say 
it with flowers” has made the cut flower business a 


great deal bigger than it ought to be. The camera in- 
dustry owes much of its present stupendous size to 
Kodak’s old slogan, “You touch the button; we do the 
rest.” You will recall other slogans which have per- 
suaded or reminded you to buy something which other- 
wise you'd not have purchased. 

In this connection it must be realized that the elec- 
trical dealers are in competition, not with each other, 
but with other trades and industries, when they boost 
the sale of electrical goods for Christmas gifts. 


store displays and window 
displays are installed early in every electrical establish- 
ment. 

Third, pick out one or two or a dozen practical sales 
stunts for every dealer you visit and induce him to play 
them early and to a finish. 

If the 5,000 electrical jobbers’ salesmen in the country 
will do this, the Christmas trade in electrical goods will 
double—or more than double. 

And the benefits don’t end there. 

If we can, by our combined effort, so stimulate the 
electrical retailer's holiday trade that he is practically 
“sold out” on Christmas Eve, we will have on our hands 
on January first a customer with depleted stocks, with 
his bills paid, with a fat bank balance, and with a feel- 
ing of confidence, enthusiasm and enterprise which will 
him on high half way (Turn to page 96) 


carry 
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Electrical Christmas Suggestions 


HIS list includes electrical gifts of all 
kinds for utility, convenience, decoration, 
education and amusement. 
appropriate at any time of the year as at Christ- 
mas. Where Christmas purchases are restricted 
to articles of maximum usefulness (and in many 
families this procedure is followed) your deal- 
ers should be prepared to supply electrical 


Adapters, lamp. 

Adapters, lighting fixture. 

Ammeters, battery or pocket. 

Ammeters, radio. 

Amplifiers, radio. 

Antennas, loop and coil type. 

\rresters, lightning, radio. 

\ttachments, luminous (for switch but- 
tons, pull chains, etc.). 


Bags, electricians’ tool. 

Bases and standards, floor lamps (metal, 
reed or wood). 

Bases and stands, table lamp, 
pottery, glass, reed, wood). 

Baths, electric light (or electric bath 
cabinets). 

Batteries, dry, flashlight. 

Batteries, dry, radio. — 

Batteries, storage, automobile 
lighting and starting. 

Batteries, storage, radio. 

Battery-charging sets, small, complete. 

Bells, vibration. 

Blankets, electrically heated. 

Boilers, electrically heated. 

Boxes, tool, portable. 

Brackets, desk telephone. 

Brackets, wall fixture. 

Boilers, electric. 

Brooders and hovers, electric. 

Buzzers, radio. 


(metal, 


ignition. 


Candles, electric. 

Cars, electric toy. 

Chests, electricians’ tool. 

Chimes, electric. 

Choppers, meat and food, electric. 

Christmas tree lighting outfits. 

Churns, motor-driven. 

Clocks, electric, alarm. 

Clocks, electric, automobile. 

Clusters, floor and table lamp. 

Coil mountings, radio. 

Coils, induction, electrotherapeutic. 

Combs, electrically heated. 

Condensors, radio, fixed and variable. 

Cookers, electric, “fireless” type. 

Cookers, electric, pressure type. 

Cooking pots, electric. 

Cords, detached appliance (complete with 
plugs). 

Corn poppers, electric. 

‘ream separators, motor-driven. 

‘ream whippers, motor-driven. 

“rystal detectors, holders and contacts. 

‘urling irons, electric. 

‘urling irons with comb, electric. 

‘urrent taps. 


~~ a a. a 


Dials, dial knobs and pointers, radio 


apparatus. 


Classified 


Many are as 


Dimmers, automobile headlight. 
Dimmers, lamp socket. 

Dishes, chafing, electric. 

Dishwashers, electric, household type. 
Disinfectors for clothing, bedding, etc. 
Domes, glass. 

Driers, hair, electric. 


Egg beaters, electric. 
Egg boilers, electric. 
Electron (or vacuum) tubes, radio. 
Engines, toy, electric. 


Fans, desk and bracket. 

Fans, exhaust and ventilating. 

Farm lighting and power plants. 

Farm utility power stands and attach- 
ments. 

Fireplace, electric. 

Fixtures, lighting, removable. 

Fixtures, lighting, residence. 

Flashlights, hand and pocket types. 

Flowers, electrically lighted. 

Fountains, electric (table and other small 
types). 

Frames for lamp shades. 

Freezers, ice-cream, motor-driven. 

Frying pans and kettles, etectric. 

Fuses, automobile. 


Generators, automobile. 

Generators, experimental and miscellan- 
eous. 

Gloves, electrically heated. 

Grid leaks, radio. 

Griddles, electric (household type). 

Grills, electric. 


Headlights, electric, automobile. 

Hearing devices for deaf. 

Heaters, air or space (radiators), circu- 
lating liquid type. 

Heaters, air or space (radiators), radiant 
or luminous type. 

Horns, electric, automobile. 

Heaters, electric, curling iron. 

Heaters, electric, shaving mug. 

Heaters, electric, water (instantaneous 
or faucet type). 

Heaters, electric, water or other liquid 
(miscellaneous types). 

Heating pads, electric. 

Horns, electric, automobile. 

Horns for radio loud-speaking receivers 
or amplifiers. 

Humidifiers, air, electric. 

Humidifiers, cigar, electric. 


‘Ignition outfits, complete, automobile. 


Incubators, poultry, electric. 
Inductance coils, radio. 
Instruments, radio, measuring. 


goods for the permanent equipment of the 
household, farm or automobile. Therefore, there 
are included such things as lighting fixtures, 
farm lighting plants, farm and dairy appli- 
ances, refrigerators, electric vehicles, automo- 
bile accessories, as well as household appliances, 
tools, radio equipment, etc., which are fitted to 
“family gift” requirements. 


Insulators, radio. 

Ironing machines, electric (household). 

Irons, electric, pressing (household). 

Irons, electric, pressing (toy). 

Irons, electric, pressing (travelers’). 

Irons, electric, soldering. 

Kettles, electrically heated (preserving 
and miscellaneous). 

Kitchen power units or power tables. 

Kitchen utility outfits, portable motor- 
driven. 

Kits, tool, electricians’. 


Lamps, automobile. 


Lamps, boudoir. 

Lamps, clamp, bed or dresser. 
Lamps, desk. 

Lamps, floor. 

Lamps, hangover, bed, chair, etc. 


Lamps, Chand), inspection, extension or 
trouble. 

Lamps, incandescent, decorated and tree. 

Lamps, piano. 

Lamps, table and reading. 

Lamps, therapeutic. 

Lamps, vehicle and bicycle. 

Lanterns for decorative lighting fixtures. 

Lanterns, magic. 

Lanterns, portable, dry battery. 

Lanterns, portable, storage battery. 

Lighters, cigar, electric. 

Lighting outfits, automobile and motor- 
boat. 

Lighting specialties, decorative and mis- 
cellaneous. 

Lights, phonograph. 

Locomotives, electric, toy and miniature. 

Logs, electrically illuminated and heated. 


Medical batteries. 
Milking machines, electric. 


Mixers, cake and batter, motor-driven. 

Mixers, drink. 

Motors, a-c., fractional horsepower. 

Motors, d-c., fractional horsepower. 

Motors, phonograph. 

Motors, sewing machine. 

Motors, toy. 

Musical instruments, miscellaneous, elec- 
trical. 

Numbers, house, illuminated. 

Ovens, electric, baking and _ roasting 


(portable). 
Ozonizers, therapeutic. 


Percolators, coffee, electric. 
Phonographs, motor-driven. 
Piano, motor-drive equipment. 
Pianos, electrically operated. 
Plates, hot, household. 

Pliers, insulated. 
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Electrical Christmas Suggestions Classified 


Plugs, radio jack. 

Projectors for postcards, pictures, ete. 
Pumps, air or tire, electric. 

Push buttons, floor and extension. 


Radio receiving sets, complete amateur 
and experimental, crystal detector type. 
Radio receiving sets, complete, amateur 
and experimental, electron or vacuum 
tube type. 
Railways, electric, miniature and toy. 
Ranges, electric, domestic or household. 
Receivers, radio, phone headset, type. 
Receivers, radiophone, loud-speaking. 
Rectifiers, battery-charging service. 
Refrigerators, electric, household. 


Regulators, electric, house and room 
temperature. 

Relays, radio. 

Rheostats, radio. 

Resonators, radio. 

Samovars, electric. 

Screw-drivers, insulated. 


Sewing machines, electric household (desk 
and other furniture types). 

Sewing machines, electric, household (port- 
able type). 

Shades, parchment, paper and celluloid. 

Shades, reed, rattan or wood-framed. 

Shades, silk, cretonne, linen or other fab- 
ric. 

Shields, radio apparatus. 

Showers, fixture or lighting. 


(Continued) 


Sockets, dimming. 

Sockets, duplex or twin. 

Sockets, electron or vacuum tube. 

Spark coils, radio. 

Spotlights, automobile. 

Stands or rests for electric pressing iron. 

Starters, automobile (complete outfit). 

Starting and lighting outfits, automobile 
and motorboat. 

Stereopticons. 

Sterilizers, electric. 

Stills, electrically heated. 

Stops, phonographs, automatic, electric. 

Stoves, electric, disc or table. 

Stoves, electric, toy. 

Switches, automobile lighting and ignition. 

Switches, automobile, starting. 

Switches, pendent and cord. 

Switches, pull (plug-socket type). 

Switches, radio grounding. 

Switches, radio panel and apparatus. 


Tea kettles, electric. 

Tea pots, electric. 

Telegraph sets, amateur. 
Testers, automobile. 

Testers, battery. 

Testers, miscellaneous circuit. 
Toasters, electric, household or table. 
Transformers, bell-ringing. 
Transformers, socket type. 
Transformers, radio power. 
Transformers, toy. 
Transmitters, radiophone. 
Tuners, radio. 





Urns, coffee, electric, table or household. 
Urns, tea, electric, table or -household. 


Vacuum cleaner attachments. 

Vacuum cleaners, portable. 

Variometers, radio. 

Vehicles, electric, passenger or pleasure 
car type. 

Vibrator applicators and attachinents. 

Vibrators, electric, massage (household 
type). 

Violet-ray high-frequency apparatus, elec- 
trodes and attachments. 

Volt-ammeter, battery or pocket. 

Volt-ammeter, dashboard or vehicle. 


Voltmeters, automobile and electric ve- 
hicle. 

Voltmeters, battery or pocket. 

Voltmeters, radio. 


Vulcanizers, electric. 


Waffle irons, electric, household. 
Warmers, food or roll. 

Warmers, foot (indoor type). 
Warmers, milk (immersion type). 
Warmers, milk (nursing bottle type). 
Warmers, plate or dish. 

Warmers, steering wheel. 

Washing machines, household clothes. 
Wave meters, radio. 
Wavers, hair, electric. 
Wire, antenna. 

Wire, magnetic. 

Wire, radio lead-in. 
Wire, resistance. 





* 


tion. 


Cashing In on “Sales Ideas” 


HERE has been a remarkable response 
from all quarters to SAaLEs Ingas sec- 
The feeling on the part of both job- 


him. Each issue is timely. This month you 
begin with your dealer to get him started 
on his Christmas selling early. 


What do 






















ber executives and salesmen fully bears out 
our expectations—that it is a practical aid 
in the actual creation of sales. 

It goes without saying, that the salesman 
who can constantly go to his trade and say: 
‘“T have an idea for you that I feel sure will 
bring you some extra business,” is the one 
who receives the best reception in the long 
run. By fixing in your mind a picture, so 
to speak, of how each stunt would look, or 
would operate, as you give them one careful 
reading, you will be surprised to find how 
easily the right idea will automatically come 
to mind at a later time to help some dealer 
who is in need of stimulation in his merchan- 
dising work—and you know plenty of them. 

Always carry the current SALEs IDEAS 
section with you. It was made of conveni- 
ent pocket size for that purpose. Lay it 
before the dealer in discussing the details of 
the particular stunt you have in mind for 








you think of “Christmas Display Put on in 
Two Stages,” in this issue? Isn’t it a good 
idea? Do you not think that a number of 
your dealers would be interested in trying 
out that plan this year, and if so, by work- 
ing with them you could make it produce 
several hundred dollars in extra sales for 
each dealer who tried it? 

Another thing that is important before it 
is too late. Start with the first issue—Sep- 
tember—and keep a file of Sates IpEas in a 
convenient binder. As the months go by 
you will build up a regular library of the 
best ideas that have been thought up and 
put into successful operation in_ recent 
years. It would take you hundreds of hours 
to dig up and arrange the several hundred 
that will appear in the next 12 issues—yet 
here they cume to you without any expense 
ready to be put together in permanent form 
for use at any time. 
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Experiences of a One-time 
Jobber Salesman 


A Few Things He Learned by Hard Knocks Where There Were 
Nine Salesmen to Every Order 


By WARNER JONES 


Sales Manager, Carbon Products Co. 


HE MAIN thing is to know your line, then know 
how your merchandise is used. I think the main 
fault I found with myself in the beginning was 


that I didn’t know the various uses of the multitude of 
items shown in my catalog. 


plant ourselves and finally completed a set of specifica- 
tions covering everything from steam to street lighting; 
then went before the council with a bid, got the order 
for everything, including the work for the erection of 
the plant. 
man took the 


The jobber’s sales- 
material direct 





Then again I didn’t know the 
common names as well as the 
catalog names and numbers; 
and this was the first knowl- 
edge that I 
acquire and, believe me, this 
was some job for nearly every 
electrical contractor and elec- 
trician had a different name 
for 90 per cent of the items in 
my catalog. 

After many a hard struggle 
I mastered this information 
“letter perfect.” Then I 
started out to find out the vari- 
ous new problems coming up 
in the every day work of the 
electrical contractors and _ in- 
electricians. If I 
couldn’t give them the answer 


proceeded to 


dustrial 








Warner Jones 


turned the contract for 


the construction work over to 


and 


one of his best contractor 
friends. 
The result was that the 


plant was completed, the con- 
tractor wired 200 houses in the 
town and the jobber sold him 
This 
still in operation and this same 
jobber gets 90 per cent of their 
business today. This same con- 
tractor finally grew into a 
jobber and today he is doing 
the same thing with his trade 
and he has a lot of trade to 
whom price means nothing. 
Then I drifted back into 


the jobbing business. This 


the material. plant is 





time as sales 





at once, I never left off until 
[ found out the answer. 
What was the result? I did just what you have 
heard harped about so much I gained their confidence and 
respect, not for me personally, but for my fund of know]l- 
edge—I always had the answer and had it correct. Of 
course, you say that you know all that, but just follow 
me for a little while and I'll show you how I “cashed in.” 
I carried the old jobber salesman catalog for several 
years; then drifted into the manufacturing business and 
manufactured a line that was sold exclusively through 
the jobber, and started calling on the trade. With the 
jobber salesmen my line went over big in six years, 
because I knew all of the little details of my material. 
In addition to all this I knew the jobber salesman’s 
troubles and the six years spent in this work brought 
me a host of friends among these salesmen simply be- 
cause I knew my own line perfectly and also knew their 
general supply line as nearly as well. For example, a 
jobber’s salesman and myself were traveling together one 
day when we happened in a small town that wanted an 
electric light plant. What did we do, call in an engineer 
to lay out a plan for this plant and advertise the proposi- 
tion to every other jobber in the country? We certainly 
did not. We proceeded to lay out the plans for the 





manager of a 
large electrical supply com- 
pany in the Central West and here, as usual, I found 
the men kicking about Jim Brown or some other house 
getting the business at a lower figure. One day at a 
sales conference, I told them if they knew the uses of 
the material they were selling they would not need to 
worry about prices in the least. 
~ You know exactly, what they thought and I know you 
will think the same thing—-just another one of those 
smart sales managers who thinks he knows it all and 
thinks he knows how to sell goods at any old price. 
Of course, these boys were too gentlemanly to say out 
loud what they thought, besides I was the new boss 
and they didn’t know how I would take a calling. Here 
I studied the situation for a moment and then told them 
of what they were thinking and asked them for a “tough 
old bird”, so that I might prove to them that I could 
land the business 100 per cent. 

Well, I immediately got a dozen “tough old birds,” 
as they were ready to try me out. I finally picked a 
new concern that no one had ever sold and started to 
work. This was a very large corporation with one of those 
“cold blooded” purchasing departments that always 
asks first: “What is your price?” 
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It turned out that in three weeks I had them on the 
books and-our total sales to this concern for the first 
year was slightly over $120,000 net and one of the items 
we sold to this corporation that was always looking for 
price was 30,000 ft. of 500,000 c. m. rubber-covered 
cable code wire of a good high grade of manufacture. 
This order we received at 514 per cent above any other 
jobber competing for the order and we were in com- 
petition with at least five big jobbing houses that were 
equally as good as the one the writer represented. 

In addition to this we sold them power panelboards, 
safety dead front type, and this order amounted to ap- 
proximately $30,000, and here again we were bidding 
against the largest manufacturer of panelboards in the 


United States, bidding directly on this particular item. 
In this case we got the order simply because I knew 
the business, the process of manufacture and the service 
that we could give them; and back of me was a real 
jobbing house that could and did give real service. If 
anyone reading this doubts this statement in the slight- 
est, it is all a matter of record and can be proven to any 
individual that may be interested. 

Why of all this, you say. Simply because today there 
are a number of manufacturing representatives calling 
on the jobber with new or special lines that are just a 
little above the average and, of course, this means an 
investment on the part of Mr. Jobber. You and 
else will be sur- (Turn to page 91) 


everyone 





HE electrical industry, especially the 

jobbers, and through them, the manu- 
facturers, should lend every effort to sup- 
port the Government in its: campaign for 
simplified practice. As both jobber and 
manufacturer are vitally interested in this 
campaign of simplification, which is of di- 
rect benefit to them, it should receive the 
full support and backing of all jobbers’ 
salesmen, and especially those in the field 
who can be of material help in persuading 
their customers to purchase standard items 
rather than special ones. 

It is essential that both jobber and manu- 
facturer instruct their salesmen to co-op- 
erate in this work and educate the buyers to 
purchase such articles as are considered 
standard stock items. Heretofore the buyer 
when ordering material has ignored the fact 
that it might be special or not carried regu- 
larly in stock. Under the new plan, as 
rapidly as the demand for special items de- 
creases the manufacturer can discontinue 
making them to the advantage of all con- 
cerned. 

The situation today is bad. Jobbing 
stocks have so swollen that one jobbing 
house, for example, is listing over 50,000 
items, and catalogs of 12,000 to 20,000 items 
are common. And because they have been 
smothered under this load of non-standard- 
ized varieties, jobbers, sales managers and 
salesmen have been demoralized into be- 
coming overburdened order-takers. Too 
many manufacturers have been making too 
many articles in too small volume. 

The burden has grown too heavy for either 





How to Reduce the Types of Wiring Devices 


By M. A. OBERLANDER. 


Western Electric Co. 


‘eleswhere 


manufacturer or jobber and the cry now is 
“Stop ordering and selling these excess 
varieties!” A few manufacturers have al- 
ready decided to quit talking and act. Here 
is a good example in the wiring-devices line: 

It was decreed by the executive of one of 
the largest manufacturers that their line 
should be reduced. They had listed in their 
catalog 1,381 devices in all. When the 
pencil was sharpened and the pruning began 
this executive found that they could elimi- 
nate as either obsolete, duplicate or unnec- 
essary, 622 devices in all. This left in the 
line as essential, 759 devices. 

But this was not all. They went back at 
it again, and when they had analyzed the 
line once more, over 880 numbers in all had 
been eliminated. Some were sockets or 
receptacles or switches that were obsolete. 
Some were practically duplicates of other 
numbers. Some were varieties popular in 
one section but differing only superficially 
from another number in general demana 
They were all excess varieties. 
For instance, the entire line of standard- 
depth switches was eliminated, and the 
standard numbers were given to the shallow 
switch line. The trade was notified that 
only shallow switches would be shipped 
thereafter because shallow switches will do 
all that the deep ones will do. 

Here is an ideal opportunity for the sales- 
man in the field to do some constructive work 
the results of which will show in reduced in- 
vestments and increased profits, to the 
mutual benefit of the salesman and his com- 


pany. 
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Mahomet and the Mountain 


The Kitchen Lighting Campaign as a Lever to Pry 
the Dealer from Behind His Counter 


By W. ESUNDERWOOD 


and the mountain—how the great Prophet, feel- 

ing pretty cocky one day, commanded a moun- 
tain to come to him and, after he had commanded until 
he was hoarse without producing any visible effect upon 
the mountain, he announced with great dignity to his fol- 
lowers that: “if the mountain will not come to Mahomet, 
Mahomet will go to the moun- i 


” 


N* DOUBT you recall the legend about Mahomet 


down and a dollar a week for the rest of your life. He 
compels you to a decision one way or the other, yes or 
no, and if you tell him it is thumbs down he is prepared 
to argue the point. 

The great merit of the Kitchen Lighting Campaign 
is that it crystallizes and gives tangible form to the ideal 
of better lighting in the home. It offers something 

definite to sell. And it is the 





tain.” Either way, the sum to- 
tal of the result was the same 


—Mahomet and the mountain Hew often you must wish, 

when you call upon cer- 
tain slow moving dealers, that 
you could change jobs with them 
just long enough to demon- L 
strate how much business might | paign 
be done through their establish- 
advertisements and with other ments. You see opportunities 
galore in their localities for the 
sale of electrical merchandise; 
their towns are full of people 
who lack electrical equipment 
and who could be persuaded to 
buy it. The Kitchen Lighting 
Campaign might well be the 
starter for opening up these rich 


got together. 

Somewhat the same set-up is 
presented to us in really sell- 
ing better light to American 
homes. We may exhort the 
housewife and the rest of the 
home folks by mail, newspaper 


forms of absent treatment on 
the subject of better light until 
we are black in the face, and 
the result, while not entirely 
negligible, will certainly not 
keep us working overtime to 
supply the demand for light- 
ing equipment. 

The worst of it is that we 
know good light to be a truly 
worthwhile investment in any 


opportunities. 





opening wedge which makes it 
possible to bring better light 
into each room in many homes 
into which we have all tried to 
jimmy our way in vain in the 
past. 


The Kitchen Lighting Cam- 


The big object of the Kitch- 
en Lighting Campaign is sim- 
ply to put good light in one 
room in the home; the kitchen 
—the housewife’s workshop. 
The plan is to offer to any 
home which is wired, a com- 
pletely installed kitchen light- 
ing equipment consisting of a 
modern central unit and lamp 
which will provide exceptional- 
ly good light for a kitchen. 
Furthermore, the price is made 








home. We know it pays divi- 
dends in health and happiness 
and in making household tasks easier and evening hours 
more comfortable. And we know that literally not one 
home in a hundred is really well lighted. 

There is a handicap in making good lighting saleable 
because we have an idea or an ideal to sell rather than 
a tangible article. We have been hampered in the 
past because it has rarely been profitable to call from 
door to door in an effort to sell the idea of better light. 
But these handicaps have been overcome by a recent 
brilliant sales plan, the Kitchen Lighting Campaign, 
which is now no longer an experiment but a proved 


winner. 
The Opening Wedge 

(he success of any selling plan, whether the main 
effort is to sell a material article or to inculcate an idea, 
involves getting down to brass tacks—an easily under- 
stood offer at a definite price and then somebody has to 
get behind it and sell for all he is worth. The book 
gent who is selling The World Wide Encyclopedia and 
Compendium of Knowledge appeals to your desire to be 
well informed—he is really selling you a state of mind, 
vet he has, his proposition in material, tangible form; 
so many pages bound in gold and limp leather at so much 


just as low as possible. Usu- 
ally a white, porcelain enam- 
eled hanger and a white glass enclosing unit of about 
nine inch diameter are used. The unit is provided with a 
pull chain canopy switch and a Mazda Daylight lamp 
of 150-watt size. 

These units have been featured at various prices, usu- 
ally in the neighborhood of from six to eight dollars, 
which price includes hanger, glass, switch, lamp and 
installation. 

Very many kitchens have but one outlet and that 
is for the ceiling lamp. The installation of an enclosing 
unit mounted close to the ceiling makes it impossible to 
use the socket for an electric iron or other appliance. 
Wherever the new unit is installed under these conditions 
a convenience outlet should be installed at the same time. 
This raises the cost by three or four dollars but does 
not materially cut down the sales possibilities. 


Getting Help from the Central Station 


The contractor-dealer who will get behind this Kitchen 
Lighting Campaign is entitled to a lot of thanks from 
the central station and to all the concrete assistance the 
central station can give, for he is building central sta- 
tion revenue as surely as he is building profit for him- 
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self. The central station can aid greatly by financing 
the endeavor, that is, by permitting the contractor-dealer 
to offer the installation on a time payment basis, to be 
billed monthly on the customer’s lighting bill. This is 
an aid to sales and does not tie up the contractor-dealer’s 
capital. Another way in which the central station can 
help is by making the proposition attractive to renters 
by offering to store the old fixture; re-install it if the 
customer moves within a year and removing the new 
unit to the new premises, all without charge. 


What Happens After the Unit Is Installed 


As soon as the new kitchen light is in operation, the 
housewife is immediately aware that she likes her kitchen 
better. Probably for the first time in her life she doesn’t 
stand in her own shadow at the sink when she washes the 
supper dishes. She finds she can now see into the oven. 
The better lighting brings its advantages to her atten- 
tion in dozens of ways every day. 


Then, for the first time in her life, she begins to realize 
what a wonderful difference there is between good light 
and poor light. She begins to be critical of the lighting 
in the other rooms in her home and the first thing you 
know she is after friend husband for the wherewithal 
for a complete lighting renovation. Any married man 
knows the answer—not one of us ever won in that kind 
of a battle. Pretty soon the same contractor-dealer who 
put in the new kitchen light at little or no profit, has the 
paying job of re-lighting the whole house—a job he never 
would have been able to get if it had not been for the 
one good light in the kitchen to act as a silent and ever 
present salesman for him. 


Proof of the Pudding 


The Kitchen Lighting Campaign has been carried on 
in a number of Ohio towns: Alliance, Warren, Elyria, 
Lorain, Massilon, Mansfield and others. It is now being 
actively pushed in Cleveland and several other Ohio 
cities including Dayton. It is being taken up in Hart- 
ford, Louisville, Charlotte, Kansas City and Wichita. It 
is operating in western Pennsylvania, in Montana and in 
Texas. It is rapidly finding favor the country over. In 
seven of the smaller Ohio cities the kitchen unit has been 
installed in nearly 4,000 kitchens, providing some $50,000 
worth of business for local contractor-dealers. As a side 
issue many new electric irons and appliances have been 
sold and the business of relighting these homes entirely 
is well started and goes merrily on. 


The Selling Plan 


After setting up a definite unit at a definite price 
and getting the central staticn, if possible, to back a 
time payment plan and a plan which will interest the 
renter, the next thing is to pave the way to sales and 
then to go out and sell. 

A little advertising will help a lot. A modest adver- 
tisement in the local newspapers inserted regularly dur- 
ing the campaign and a letter or two and an illustrated 
folder sent to the housewife prior to the sales call will 
give her in advance some idea of the proposition and will 
thereby keep her from shutting the door in the caller’s 
face. 

The dealer or his aides who make the calls should be 
armed with credentials to indicate that they are not or- 


dinary bell pushers and to indicate that they are trust- 
worthy. A letter from the central station is perhaps the 
best thing, just so the lady of the house will not enter- 
tain the notion that the family silverware is in danger 
of being hooked. 

A sample or demonstration unit with a cord and plug 
is essential—something that can be lighted to show 
the housewife precisely what she is buying. A carrying 
case for the unit is not expensive, is handy and lends a 
bit of dignity to the selling. 

The campaign should be tried out on a’ limited number 
of picked prospects first, perhaps 50. Then it may be 
operated with another batch of prospects. Obviously the 
best prospects are reasonably well to do home owners. 


What It All Means to the Jobber’s Salesman 


You have probably wondered long ere this what in 
thunder all this has to do with a hard working jobber’s 
salesman. You have no intention of going out to ring 
door bells and asking lovely ladies to buy kitchen light- 
ing. Correct, but you are vitally interested in doing any- 
thing short of murder to get your dealers to buy more 
lighting equipment and you want them to buy it from 
you. You want more orders and bigger orders and 
the fact is that you are not likely to get them at the 
present time unless you can help your dealers in creating 
a new market. The winter season is on its way and the 
building of new houses is about through for this season. 
Your sales of home lighting equipment are likely to be 
slack for several months unless you can create a diversion 
—break out in a new place. And here’s your chance! 


Getting your dealers to try this Kitchen Lighting 
Campaign will do two mighty valuable things for you. 
It opens up a new profit for the dealer and immediate 
orders for you. It will teach the dealer how to go out 
and get business instead of waiting for the “mountain” 
to.come to him. If you can only teach him to do that 
so you can come to him whenever sales are dull with 
good plans for making sales instead of waiting for them 
to grow, it is bound to mean thousands of dollars on your 
order book. Developing dealers into the sort who have 
the gizzard to go out and hustle whenever orders are not 
falling plentifully into their laps is your best brand of 
business insurance. With even a few dealers of this ilk 
you can laugh at slumps and slack seasons because you 
will have, in effect, a machine ready at hand to create 
sales when sales are most needed. 

Comparatively few dealers have ever realized the 
amount of business that may be had by asking for it and 
which is never obtained except by asking for it. The 
few who do go out and ask for business find almost no 
competition. 

And this Kitchen Lighting Campaign is about the 
sweetest thing yet to use as a lever to pry the “store- 
keeper” out from behind the counter and set him hustling 
for sales. This campaign is so definite, so absolutely 
concrete and tangible that there can be no doubt as to 
what to do or how to do it. Any contractor-dealer who 
sincerely tries it is certain to be successful. 

But a little of your own time is required to put this 
over. You can give any dealer the high points in a 
few minutes and the lighting equipment makers will glad- 
ly send him printed matter about the plan if he is inter- 
ested. If he doesn’t warm up to the(T'urn to page 100) 
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Speaking of Co-operation 


Harrington Demonstrates That It Makes a Fat Order Book, Some 
Warm Friends and-Boosts the Dealer 


By NORMAN G. MEADE 


T WAS August and Old Sol was doing his best to 
I turn the streets of Southport into a mighty good 

imitation of Dante’s Inferno. An occasional pedes- 
trian strolled along the shady side of Main street and 
stopped to pass a word or two with Abner Green, 
proprietor of the Southport Electric Co., contractor and 
dealer, as the sign on the front of the building an- 
nounced. Abner mopped his brow, pulled a chair out 
on the walk and with a sigh settled himself for a 
much needed rest after waiting upon a customer. Ex- 
tracting a huge plug of tobacco from his pocket he bit 
off a man’s chew and proceeded to amuse himself in 
the endeavor to make the flies on the sidewalk do an 
Annette Kellerman. 

The show window of his store contained a miscel- 
laneous assortment of electric bells, telegraph instru- 
ments and coils of wire. A single drop-light hung 
in the window to provide illumination, and _ its 
old-fashioned glass shade provided a comfortable home 
for a large family of flies where their peace was 
undisturbed. Abner absentmindedly broke off what 
remained of a chair round and proceeded to fashion a 
toothpick. The heat and the stillness had a dulling 
effect. Abner was soon 
nodding but woke with a 
start as a classy roadster 
drove up and stopped and 
a young lady alighted and 
entered the store. 

“Is this an_ electrical 
supply store?” inquired 
the lady. 

“It is,” replied Abner. 

“I’m glad to know it, as 
I thought from the appear- 
ance of the show window that it might be a junk shop. 
Have you any casseroles?” 

“You mean those fancy things that women wear?” 
interrogated Abner. 

“Sir! You’re indulging in levity, I mean a cooking 
utensil.” 

“Oh!” said Abner, I beg your pardon. No, I haven't 
any of those cases or rolls but I have a good selection 
of chafing dishes which I'll be glad to show you.” 

The young lady finally selected a chafing dish and 
departed, leaving Abner in a brown study. “Well, I'll 
rena a eer !” he ejaculated. If them people from the 
big cities haven’t some funny notions.” 

The day passed slowly and the heat grew more in- 
tense. Abner was still anchoring the chair to the side- 
walk when a young man came briskly down the street. 

“One of them pesky salesmen, I ‘spose,’ muttered 
Abner. 


“Good afternoon sir,’ he said. “I presume that I 

















have the pleasure of addressing Mr. Abner Green, 
proprietor of the Southport Electric Co.” 

“You have,” replied Abner with none too gracious a 
tone. 

“My name’s Harrington, Don Harrington, represent- 
ing the Acme Electric Co., of New York, sales agent 
for the Acme electric washer.” 

“Stop! Stop right where you are young man, you 
can’t sell washing machines in this part of the country 
and I'll be darned if I think that I could give them 
away. 

“I don’t want you to do one thing or the other,” re- 
plied Harrington. I am going to sell the washing 
machines and give you the profits.” 

“Well that listens mighty good,” said Abner, “but 
there’s no use trying as it can’t be did.” 

“Suppose I bring out another chair and sit down with 
you and get cooled off a bit,” said Harrington as he 
pulled a couple of cigars from his pocket and handed 
one to Abner. Harrington got the chair and settled 
himself for a visit while Abner projected the remains 
of a chew at a passing dog and proceeded to light his 
smoke. The conversation was general for a while but 
Harrington led it around to the question of business 
conditions and made many inquiries about the size of 
the town, its population and the servant question. 

“There’s nothing in electrical work in this town,” 
complained Abner, “and as soon as my ship comes in 
I'm going to quit the business.” 

“Of course, I don’t know your circumstances,” said 
Harrington, “but it has 
been my experience that if 
any ship comes in it will 
be built mostly by pers- 
piration with a little in- 
spiration thrown in _ for 
seasoning. There may be 
a few people’ waiting 
around for a rich old aunt 
to shuffle off, but most 
people that talk about a 
ship coming in have rela- 
tives with troubles enough of their own in keeping the 
wolves at a respectable distance from the garbage can. 
The trouble with you, Mr. Green, if I may speak 
plainly, is that you are too much like our old friend, 
Micawber—always waiting for something to turn up, 
instead of getting out and turning up something for 
yourself. I think that I appreciate your feelings, 
however, and I want to be your friend, so you call 
me Don and I'll call you Abner.” 

“Well, you’re a pretty likable sort of a chap,” said 
Abner, “an’ I'll call it a go.” 

“You see,’ continued Harrington, “our president, 
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Robert Hardgrave, is keen for co-operation, in fact 
that’s his middle name and he likes to help every fel- 
low out that is not doing as much business as he 
should. That’s just why I said that I didn’t want you 
to sell or give away washing machines. I’m just going 
to stick around for a week or two and see if we can 
liven up this business of yours and also demonstrate 
that I can sell washing machines. Do you ever do any 
advertising?” 

“Advertising be blamed!” ejaculated Abner. “You 
don’t think that I am wasting my hard-earned money 
in that fool way do you?” 

“There are a good many more foolish ways to spend 
money,” replied Harrington. Perhaps you know that 
at one time Mark Twain worked on a small newspaper 
called the Enterprise. Stale news was the objection of 
some while, others claimed that the editorials were poor, 
but Twain had a ready reply for every objection. One 
day he received a letter from a subscriber saying that 
he had found a spider pressed between the pages of 
the paper and wanted to know if it signified good luck. 
Mark replied: 

“The finding of a spider in your copy of the 
Enterprise was neither good nor bad luck. That spider 
was merely looking over our pages so that he could 
find out what merchant was not advertising in them, 
so that he could spin his web across his door, knowing 
that he would lead a free and undisturbed existence 
ever after.” . 

“That’s pretty good,” said Abner laughing heartily, 
“but if people don’t want anything, what’s the use of 
advertising it?” 

“Advertising is for the purpose of making people 
want something,” replied Harrington, “or in other 
words, creating consumer demand. “Now I'll tell you 
what I'll do, if you'll let 
me help you for a week or 
two we will arrange the 
store somewhat differently, 
trim the window, advertise 
and do a whole lot of 
stunts. I’ve got 10 wash- 
ing machines on the way 
and they are due here any 
time and if we don’t sell 
the ten machines in a week 
after we start the adver- 
tising, I'll stand the cost of the whole campaign. The 
machines on the way are going into the store and the 
profit to you on their sale will be around $450. Now 
Riley Bi cicenth " 

“Don’t call me Ab! My name’s Abner.” 

“Oh all right Abner, now let’s look the store over. 
I suppose you know the old Indian adage: “The best 
place to hide an article is under the nose of the seeker.’ ” 

“No,” replied Abner, what’s that got to do with sell- 
ing electrical supplies?” 

“This much,” replied Harrington, “people are adver- 
tising their wants in the society columns of the daily 
paper. There are notices of engagements, forthcoming 
weddings, etc. Suppose we watch these columns and 
send everyone mentioned a nice letter suggesting elec- 
trical appliances as presents.” 

“Holy smoke! I never thought of that,” ejaculated 
Abner. 








“I suppose that you don’t know who the young lady 
was that bought the chafing dish this morning do you?” 

“Land no!” replied Abner. “Say, wait a minute, 
how in blazes did you know that a young woman called 
and bought a chafing dish?” 

“Easy,” answered Harrington. 
to see you when I saw the 
young woman drive up. I 
didn’t want to interrupt a 
sale so I took down the 
license number of her car, 
went to the court house 
and found her name and 
on making inquiries I 
found that she is the new 
teacher of domestic science 
over at the girl’s seminary. 
Good prospect for a wash- 
ing machine. I called and arranged to put in a demon- 
stration machine. There’s about 800 girls over there, 
all potential buyers of washing machines. So you see 
fT: Sealed NS ‘i 

“Don’t call me Ab! My name’s Abner.” 

“Oh all right old top, I was just going to say that it 
pays to keep your eyes open. They intend to make a 
big thing of the domestic science department and 
there'll be a demand for a lot of electrical appliances.” 

“Well I'll be hanged!” was all that Abner was able 
to say. He was tasting his first dose of real salesman- 
ship and it so astonished him that he was powerless to 
comment upon it. 

The next few days were spent in rearranging the 
store, cleaning out the show window, improving the 
lighting and making a place for the washing machines 
which had arrived. One machine was placed in the 
window, eight on the sales floor and one was held for 
demonstration purposes. Harrington arranged for a 
series of ads in the local paper to tie up with the 
national advertising. He clipped some ads from the 
magazines and pasted them on cardboard and placed 
them in the window. Saturday evening the paper con- 
tained a full-page ad inviting everyone to bring soiled 
clothes to the courthouse corner on Monday morning 
at nine o'clock and have them washed free of charge. 

Early on Monday morning Harrington drove up to 
the store in a big auto truck with banners stretched the 
full length on each side reading: “The Acme Electric 
Washer does your washing while you rest.” For sale 
by the Southport Electric Co., 124 Main street. Special 
today—clothes washed free of charge while you wait.” 

Abner came out of the store in a daze. “What the 
asdigipiauanecl ?” was all that he could say. On the truck 
there was an electric tank water heater, hose, flexible 
cable and a buxom young colored woman sitting in an 
easy rocking chair. ‘The truck driver was an all-around 
handy man. 

“Come on Ab,—Abner, I mean, and give us a hand. 
We'll load a washer on the truck.” Poor Abner was 
gasping for breath by this time and was beyond speech. 

“We're going to pull off a demonstration in this burg 
that'll make the natives think Barnum & Bailey are 
cheap pikers,” said Harrington. The president of the 
electric light company is pretty near the political boss 
hereabouts and he has arranged for a stand near the 
court house. He loaned me the (Turn to page 102) 


“T had started down 
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Market for Electrical Supplies 


Compiled Monthly From Reports Made to THE JOBBER’S SALESMAN, by 
Jobbers, on Market and Price Conditions for 21 Key Products 



























































































































































EASTERN STATES* CENTRAL STATES* WESTERN STATES* 

MARKET PRICES MARKET PRICES MARKET PRICES 

Aug. 15 to General Aug. 15 to General Aug. 15 to General 

COMMODITY Sept. 15 Trend Sept. 15 Trend Sept. 15 Trend 
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Le Fie ioc a ek o's iss gece de capone 15 | 12 1 0 | 27 1 |} 20 | 14 2}; 0} 35 1 7| 4 0; 0; 11 0 
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Indusitie THGINOER,. «5 dice nin ba eds cee ncc esses 14 9 5 2 | 23 3 || 14] 14 9 1 | 31 5 $3} 4 3 0; 10 0 
Commercial lighting units..................... = 10; 83| 0/17] 4112/11] 8] Oj; 23] 8 83; 5] 2] 0/10] oO 
Residential lighting units...................... 6 7 1 0} 14 Oj} 11} 11 4) 0} 21 5 3 2 2; 0 6 1 
Street lighting equipment...................... 1 1. & 5} 0/11] 0 2/11}18] 0| 22] 4 GF. 31: $1,611 6.) ¢@ 
Hoatigns BOON fen o Sist ons beedecncncas 41324 2 OLS 116i 18 4) O01 86) 71 $8 zs 0; 11] oO 
Motor-driven appliances ......cseccseccoees 6/10} 2] 0/17] 1 5114/10] 0|27] 2 1 $i sj] 0 ES: 5, 
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*Kastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western States 
include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oldahoma and Texas; Central States 


all between. 
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The Education That Is Needed 


HAT the world wants is industrial, 


By DR. FRANK CRANE 


‘That the man who furnishes the capital and 


W peaceful co-operation. What men _ the man who supplies the management are as 
need more than anything is to know _ necessary to production as the man who oper- 


how to get along together. 

Therefore, the best ed- 
ucation is that which shall 
remove all obstacles in 
the way of this. 

You will therefore 
kindly set on foot some 
way to make clear to the 
common mind the follow- 
ing points: 

That work is good and 
joyous and that the work 
of the world is not done 
merely by the boobs who 
are not clever enough to 
get out of work. 

That the man who is 
getting $25,000 a year for 
managing a thousand 
workmen is really earning 
his money as much as any 
one of those under him. 

That capital is neces- 
sary for prosperity and 
that capitalists are not 
mere parasites. 

That “class conscious” 
people whether million- 


aires or Wage earners are enemies to the public 


welfare. 


That men of wealth should be encouraged to 
put their money into productive enterprises and 
not be driven by the income tax, surtax, and 
other devices to withdraw their investments 


from industry. 


That the working man is getting his fair share 
of the production of industry. 





ates a lathe or shovels coal 
into a hopper. 

That the door of op- 
tunity is open to every 
human being. 

That justice is meted 
out impartially to rich 
and poor. : 

This is not any declara- 
tion that these things are 
true. It is a declaration of 
the fact that these are the 
things you have to prove 
to the masses of people, 
and you must really 
prove them and not go 
on shouting them and be- 
rating people for not be- 
lieving them. ity 

Those who maintain 
the contrary are busy 
with their own particular 
propaganda. 

There is a constant or- 
ganized effort going on 
to show that these things 
are not so. If you believe 
these things are true, and 


think they are necesary for the welfare of 


the world, it is time for you to get busy and try 


to make them plain and to do this not by vocif- 
eration but by steady teaching and preaching, 
precept upon precept, unceasingly. 

If you think these things are the truth you 


should remember that while truth crushed to 


earth can rise again it very often stays crushed 


a long while and much damage may occur. 


Copyright 1923 by Dr. Frank Crane. 








The Stunts in “Sales Ideas” Are 
Money-Makers for Your Dealers 
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An Atlantic City radio enthusiast discovered that an ordinary sea shell 
makes an ideal radio loud speaker that gives out a fine volume of sound 
that can be heard all over a large room, and yet the device measures only 
a few inches. It makes a fine addition to a portable set. The shell, owing 
to its peculiar formation, has perfect acoustic qualities and as small as it 
is will give out as much volume as a much larger horn.—Kadel & Herbert. 








Pictorial Review of Electrical Developments 


The trackless trolley car is an old idea tried 
out in various countries at least 20 years ago. 
But it is not altogether a dead one as shown by 
this fleet of trackless trolley busses on Staten 
Island, N. Y. From the General Electric book 
“Thirty Year Review.” 


Dr. Charles P. Steinmetz, chief consulting en- 
gineer of the General Electric Co., is an enthu- 
siastic lover of nature. He is shown above in 
one of the canoes which are part of the equipment 
of his summer camp on the Mohawk river, near 
Schenectady. It will be noted that he combines 
work with pleasure. 
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The picture at the right shows the 
huge electrically operated sewing ma- 
chine used in sewing the world’s largest 
carpet. Judging from the photograph, 
at least a 5 to 10 h.p. motor was re- 
quired to run it.—Kadel & Herbert. 


Workmen are busily engaged in preparing the Yankee 
Stadium in New York for the champion western riders, taking 
part in the world’s championship rodeo. The entire field was 
carpeted with mat containing 100,000 feet of cocoa fibre mat- 
ting to protect it from the flying hoofs.—Kadel & Herbert. 


The camera’s latest victory, through the aid of delicate elec- 
trical accessories, is photography of the atom, that indivisible 
part of the universe which is far too small to be seen under 
the microscope. Two million atoms could be strung along 
within an inch, yet science has now photographed two of them 
in collision, and gathered material for further study from the 
bright, comet-like tracks they leave on the camera’s plate. 
This wonderful accomplishment has just been made at the 
University of Chicago by a special apparatus timed to a 
motion picture camera, and the rapidity of the method used 
promises better study of one of the most important problems 
in science, that of the stability of the atom. With this machine 
3,000 distinct photos may be taken in an hour.—(C) Underwood 
§ Underwood. 
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Italians now have an “electrical wizard” who is said to be costume of rubber which is said to guard him against enormous 
on the track of an idea which may revolutionize the lighting voltage. The “revolutionary” apparatus, as far as appearance 
system of the world—his name is Juan J. Tomadelli. He is is concerned, is quite unlike anything else—Underwood & Un- 
seen at the left and with his assistant is garbed in a klux-like wood. 
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MEN YOU SHOULD KNOW 
Earle Alexander, "=== *==— 


the head of a progressive business. In many cases 

the young man has taken over a business which an 
older man has built up. But when we find a young man 
directing a large, progressive business which he himself 
has created and carried forward, we become immediately 
interested. We like to know the man and study him and 
analyze the outstanding features which have brought 
success to him so early in life. 


I’ IS not unusual nowadays to find a young man at 


Alexander was put in charge of the California Electrical 
Construction Co. 

In 1911 a new electrical concern entered San Francisco 
—The Lorbeer Electrical Supply Co. of Los Angeles. 
They needed a manager for their San Francisco branch 
and found him in Earle Alexander. They gave him a 
one-third interest in the San Francisco business. 

But for Alexander things were not moving fast 
enough. The opportunity 
arose in 1912 to buy the entire 





Such a man.is Earle G. 
Alexander, president of the 
Alexander & Lavenson Elec- 
trical Supply Co. of San Fran- 
cisco. Mr. Alexander is, we 
believe, one of the youngest 
men at the helm of an elec- 
trical supply jobbing business 
of its size. Although only 35 
years of age, he heads an or- 
ganization of 35 people; a 
company which in 1912 occu- 
pied a store 25 by 60 ft. and 


year; and today occupies a 
building of its own with 18,000 
sq. ft. of floor space. 

We searched about to find 
the reason for the success of 
this young man and we found 


him out of it. 





A Young Leader 


HIS man of 35 heads a large, 

progressive jobbing business 
which he himself created. He 
constantly studies that business 
and is perfectly familiar with 
every department. He works for ander’s brother-in-law. He 
the good of his customers and has 
never lost faith in the contractor- 
did a business of $16,000 a dealer. A run-away accident 
projected him into the business. 
It would take more than another 
San Francisco earthquake to put 


San Francisco business of the 
Lorbeer company. In moving 
picture phraseology, another 
character entered the scene; 
Jim Lavenson, who has had a 
big part in building the busi- 
ness of the Alexander & Lav- 
enson company. 

Jim Lavenson was Alex- 


knew nothing of the electrical 
business, but he had a little 
money and knew bookkeeping 
and credits. So between the 
two of them they boughi the 
Lorbeer business. They had 
a small store 25 by 60 ft.; their 
stock was small; their capital 
in dollars was $4,500, but in 








it in one word—work. “If you 
you want to know the reason 


energy and enthusiasm it was 
unlimited. Jim Lavenson kept 





why Earle Alexander has succeeded,” we were told, 
“you will find it is because he has worked and applied 
himself and given his energy to the upbuilding of his 
business.” 

Mr. Alexander was born in Oakland, California, 
July 25, 1888. He is what a Californian terms a native 
son. He has always lived in Oakland and he received 
his education there. 

Back in 1907 his parents were casting about for a 
future for their son. They may have been thinking of 
making a lawyer of him. We do not know. At any 
rate, the fates were at work and a runaway horse dash- 
ing down Mission street, San Francisco, precipitated 
Mr. Alexander into the electrical business. 

The driver of the horse, a boy employed by the Cali- 
fornia Electrical Construction Co. of San Francisco, was 
hurled from his wagon and sent to the hospital with a 
broken arm. A new driver was needed. “Rudie” 
Holterman, now general manager of the Fobes Supply 
Co. at San Francisco, who was then employed by the 
California Electrical Construction Co., had a friend—a 
chum—by name “Skinny” Alexander. So to “Russ” 
Wolten, proprietor of the business, he went and spoke 
for his friend Skinny. And Skinny became the driver. 

From then on events moved rapidly, as they say in 
the 10 best sellers. Within the year Rudie Holterman 
left to go with the Holabird Electric Co., and Skinney 


the books and watched the credits. Earle Alexander 
was manager, salesman, stenographer, counter clerk and 
“everything else.”. Together they took care of their 
stock and many a summer day found them in their 
B.V.D.’s in their little store packing or unpacking goods. 

With the energy and enthusiasm and foresight that 
they put into their business it was bound to grow. 

The name of the business had been changed to the 
Alexander & Lavenson Electrical Supply Co. and in 
one year they had to seek larger quarters. In 1913 they 
moved and enlarged their space to 5,000 sq. ft. 

In 1918 they moved to still larger quarters. And 
recently, they have moved to their own building of 
18,000 sq. ft. of floor space; a building modern in every 
way—even to the installation of electrical heating 
equipment. 

The history of the Alexander & Lavenson Electrical 
Supply Co. is really the history of two men; and we 
would like to picture for you both Mr. Alexander and 
Mr. Lavenson. But we have started out to tell you 
about one man. When the writer of this sketch went to 
Mr. Alexander for the facts which are incorporated in 
this article and requested a photograph he asked that 
nothing be written about him but about Jim Lavenson. 
He was told that orders were orders and that the facts 
about his own life had been requested. However, it 
was from others that most of the (Turn to page 93) 
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Adventures of Hard Luck Sam 


He Finds a Brand New Way to Land an Order 


memorandums, catalog sheets and sealed letters, 

looked up with a grin as his wife burst into his 
den. Then, at sight of her face, his smile grew positively 
sickly. 

“Well?” snapped Alice, ““Why the home-run expression? 
You look like Uncle Sam cut your income tax. Did one 
of your brush-ape customers come through for a barrel of 
knobs?” 

“‘What’s all the shootin’ about?’ growled Sam, ““‘What’s 
the big idea of all this sarcasm? Here I am, almost up 
on my home work, happy as a monk full of peanuts, then 
in you bust and spoil the party. Excuse me for living, not 
to mention feeling happy for a change. Where'd you get 
the grouch?” 

Alice flung up her hands in despair. “I got the grouch,” 
she replied, “sitting in Field’s for an hour and a half, 
waiting for you to come and take me to lunch.” 

“Holy smoked-up Jehosaphat!” yelled Sam, seeing 
light, “I forgot—’” “Never mind the alibi,” cut in his 
wife. “But listen! The next time you and I meet away 
from home it will be by accident.” 

“Now, Honey—” began Sam. “As you were, Private,” 
she came back, “‘save the mush for the cigar counter girls. 
If you ever stand me up again you'll have to change your 
voice and give some other name.: Making a date with you 
is just like picking out the spot where a balloon’s coming 
down. If memory makes old age sweet, you'll die a crab. 
Any man who can forget where he hid a bottle of Scotch! 
Why, you couldn’t remember Addison Sims of Seattle two 
weeks if he owed you money!” 

“T’ve had a lot on my mind,” said Sam. “Ha! Ha!” 
mocked Alice, “Impossible!’’ “Oh, go ahead then!” bel- 
lowed Sam, losing his temper at last, “Sing ’em some more, 
and see if I care! Go on, what are you stopping for? 
When you get a sucker to listen, go after him! I don’t ex- 
pect anything but thumbs down from you. Asking you for 
mercy is just like the Christians kneeling to the Roman 
mob.” 

“Well, pouted Alice, knowing where to stop, “what 
could you be doing so important that you forgot all about 


H-= LUCK Sam, half buried under a desk full of 





me 

“T’ve answered six or eight letters,” said Sam, “and 
sent off a bunch of pictures I took at Indianapolis. That’s 
a new stunt of mine, and one of those photos is sure going 
to cinch a big order for me.” 

“Which one,” asked Alice, very 
“Some lady buyer, I suppose, in a one-piece bathing suit.” 
“Nothing of the kind!’ snarled Sam. “It’s one of Nathan 
Yale, of the Upstate Co., and his wife.” “Oh, 
please let me see it,” begged Alice, “I never saw him, 
but I met her at Excelsior Springs.” “No chance,” an- 
swered Sam firmly, “it’s all sealed up, and I won’t spoil 
the charm. I’ve never met her, because I took this snap 
without either of ’em knowing it. “You'll see it later in 
our House Organ. I addressed it to her and it will be a 
big surprise. They sure are a loving couple. 


much interested. 





“How come this order was so hard to snare, you had 
to take secret pictures to get it?” asked Alice, sus- 
piciously. 

“It wasn’t the order that was hard, it was Nate him- 
self,” said Sam thoughtfully. “I’ve been working on him 
for three months for a first order, and never could get 
under his hide. Tried every trick I knew without result. 
You see, this Yale egg has some wonderful business to 
hand out, but he’s tight as enamel on a bathtub. He’s 
the bird that put the moan in parsimonjus, one of the 
kind that calls nine thirsty peddlers up to the bar, throws 
down four-bits and says, ‘Drink it up, men,’ just like 
that.” 

“All he wants on any deal is 300 per cent net and the ex- 
clusive rights to the U. S. A. and Europe. Of course he 
don’t get it, but that makes him harder to pick. Lining 
him up for business takes longer than the courtship of 
Miles Standish, and an order book to him is like A. P. A. 
to a Mick. His idea of a good time is to keep you hot 
on his trail for a month or so, then take you out in the 
stockroom and show you the carload he bought from some- 
one else. 

“To make a long story short, when I figured I had him 
going, I went in and half way landed him. He made me 
an iron-clad promise that, if I would write him the first 
of August he would send me an order by return mail. 
It’s a few days early, but I got the picture as an excuse, 
so off they go.” “Well,” sighed Alice, “it was some bat- 
tle and you deserve the business. Good hunting.” 


* * *% * 


Three days later a terrible wail from Sam brought 
his wife running to his den, where he sat staring like a 
madman at a letter in his hand. Alice snatched it and 
read :-— 

“You poor dizzy, dumb-driven brute:—Some weeks 
ago I promised you an order. Here it is: Stay out of 
my place forever, unless you want to wake up with a lily 
in your hand. As a salesman you're a fine clown! En- 
closed is the picture you sent my wife. I hope you 
choke. Amen! 

“NATHAN YALE.” 


“What’s wrong with this picture?” asked Sam pitifully, 
holding it out to Alice. 

She took one look at it, then went off in a screaming 
laugh. 

“Oh, why didn’t you let me see it before you sent it?” 
she cried. “Ha! Ha! Ha! A big surprise! It will 
cinch the order! Oh, me! Oh, my!” 

Then she leaned over and rapped her knuckles sharply 
on Sam’s skull. 

“Personne ici!” she bubbled. 

“What's that?” snarled Sam. 

“That’s French, Dumbell,” said Alice, sweetly, “It 
means nobody home. You poor fish! That woman in the 
picture it not Nathan Yale’s wife.” 
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SOL-LUX MEANS © 
Greater Lighting Possibi —— 


Every department store, office building, hotel, club, 
library, school, bank or home is a prospect for new com- 
mercial lighting equipment. You can land this business 
with the Sol-Lux, the simple, economical answer to every 
commercial lighting problem. 


There is no phase of Commercial Lighting for which Sol- 
Lux cannot be used. For rooms. having light-finished 
ceiling and walls, the standard type, without reflector, 
gives excellent results. The addition of the reflector 
makes it an excellent luminaire for rooms of dark finish, 
where other diffusing globe units would be unsuitable. 


Its simple beauty, unusually high illuminating qualities, 
dust-proof globe, durability and low maintenance cost 
are talking points that -further interest the prospective 
customer. Where desirable, ornamental shades may be 


used to obtain almost unlimited decorative effects. 


You will want our_new catalogue 40-B, so write today 
to our nearest office or jobber. It contains information 


you will find helpful in laying out lighting jobs. 





Westinghouse Electric & Manufacturing Company 
George Cutter Works South Bend, Ind. 


- Westinghou SE 
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ristmas 


Christ 


The National Ad 


Santa and his Westinghouse 
Appliances will be seen in 
eight million homes, by every- 
one in the family. He will ap- 
pear in the Saturday Evening 
Post, the Ladies’ Home Jour- 
nal, Good Housekeeping, and 
Sunset. 


The Folder 


Santa again, on the cover of 
an attractive six page folder 
which will carry the message 
of the worthwhile gift into the 
homes of your customers. A 
complete line of appliances 
suitable for gifts are shown. 


The Large Santa 


Jovial, rosy and plump, he 
is the spirit of Christmas per- 
sonified. Children passing 
your store with their parents 
will stop to “See Santy.” The 
parents will see, too. They will 
see Santa—and also the appli- 
ances which so easily solve 
the problem of what to give 
for Christmas. 


The Small Santa 


Dozens of little Santas, each 
ready to broadcast the spirit 
of Christmas giving from your 
windows, counters, and shelves 
and then to go into the homes 
of your customers (one with 
each appliance purchased), 
there to announce the name of 
the donor of the gift. 


The Broadside 


The broadside will make a 
fine poster—the inside contains 
a large picture of the Santa, 
with a buying message. Stick 
it in your window, or tack it 
on the wall. Every reitera- 
tion of this Christmas idea 
helps to sell appliances. 


Dealers Display 
Service 


Of course the Westinghouse 
Santa Claus will appear in the 
dealers’ window display serv 
ice. 


ouse 
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Spirit Makes ,, 


T mas Sales 


The thought of Christmas starts everyone thinking of Christ- Dealer Ss 
mas trees, of candles, of hanging up stockings—and gift giv- Broadside 
ing. Everywhere Santa Claus stands as a symbol of Christmas Es 
—that is why he is the central figure in the Westinghouse 
Christmas Campaign. 




























W.C.224 


The jovial Westinghouse Santa Claus will appear in Westing- 
house advertisements in the magazine—he will be on the cover 
of the folders you distribute—he will appear in your window— 
and every time he is seen he will be surrounded by electrical 


appliances. National 


Get the Christmas Spirit! Get a Westinghouse Advertisement 
Santa Claus to stimulate your Christmas trade. : 

He will remind the folks of the coming of Christ- 
mas and ‘rouse in them the spirit of giving— 
while the accompanying appliances will answer 
the ever-present question, ‘What shall | give?” 
Let the Westinghouse Santa be your high-powered 
holiday salesman. 


Here is a real Christmas idea that is a winner. (| ; 
Direct-by-mail Folder 4814 covers every detail 4 
of the campaign. | en 


Westinghouse Electric and 
Manufacturing Company, 


Mansfield Works, Mansfield, Ohio. 





for your 
window 






Folder 4567 
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The Proof of the Pudding 


N A certain town in the state of 

Iowa, with a population of about 
6,000, Mr. Jones, as we will call him, 
was erecting a fair-sized two-story 
building, the second floor consisting 
of offices and the first floor of five 
store rooms. 

I called on Mr. Jones with the idea 
of selling him a lighting fixture of a 
well-known make for his new stores, 
but he emphatically informed me 
that he had already decided on a 
competitive make of fixture, which 
he said was much cheaper and every 
bit as good. 

In the course of our conversation, 
I learned that he had recently gone 
to a jobbing house and although they 
had suggested this cheaper fixture 
and he had decided upon it, he had 
not placed his order. 

I left Mr. Jones in good spirits and 
immediately went to my local dealer 
and got busy on a plan to get the 
order. We wired the competitive 








jobber for a fixture like Mr. Jones 
had decided to buy and my house for 
a unit of our make and a foot-candle 
meter. Next morning, upon the ar- 
rival of both fixtures, we hung them 
side by side, giving each an equal 
chance. I then called on Mr. Jones 
and asked him if he would come to 
my dealer’s place of business and see 
the demonstration, which he very 
readily agreed to do. 

Mr. Jones, besides being surprised, 
was actually astonished at the poor 


Little stories of 


unustal sales ~as 
told by salesmen. 





showing the competitive fixture made 
against ours. The foot-candle meter 
showed him the difference in light- 
ing intensities on both vertical and 
horizontal surfaces. 

I then suggested to Mr. Jones that 
he call in his prospective renters for 
the new stores and get their opinion 
on the two fixtures. They not only 
chose our fixtures, but two of them 
who had not fully decided to rent his 
stores told him that if he would 
equip them with our fixtures he could 
consider them rented. 

Thus, I not only sold him some- 
thing better, but by doing so, he had 
more satisfied tenants. ; 

E. M. Pueran. 
ae 


Flattery—An Asset 


DO NOT believe in the flagrant 

use of flattery as bait in trying to 
get a prospect’s order. However, I 
had occasion once to flatter a dealer, 
and through it I fancy I got a larger 
order than I otherwise would. 


On this occasion I was pushing 
cooking utensils. I dropped in on a 
certain well-established dealer, just 
as he was getting a brow-beating 
from a ponderous looking man who 
was holding an electric iron in his 
hand. I afterwards learned the man 
was a lawyer of prominence in the 
city. 

I took a seat out of range of the 
irate fellow and the unfortunate 
dealer. 

The conversation though was car- 
ried on in such loud tones that I 
could not but play the eavesdropper. 
I soon learned that the lawyer’s wife 
had bought the iron there a month or 
so before and that this was the third 
time is had to be returned for repairs. 

“It’s a rotten piece of business,” the 
lawyer was still expressing his dis- 
gust, “for any reputable merchant to 
be selling inferior goods like this 
article.” 

I had sold the dealer irons before 
and was as nervous as a girl gradu- 












ate, thinking that perhaps it was one 
that I sold him. I knew though that 
he carried other makes, and this al- 
lowed for the comfort of mental! 
speculation. 

Suddenly the dealer called me by 
name. My heart went to my mouth. 
In a second I had decided what | 
would do if the iron proved to be 
mine. I was carrying a sample of 
the latest iron put out by my com 
pany, and I planned to give the beli- 
cose customer one like it for the one 
he was holding. 

I was delighted on discovering that 
the iron was a cheaper one belonging 
to arrival concern. The dealer called 
me over just to relieve the tension of 
the argument. In other words, it 
was a “stall.” 

After gaining the facts anew, | 
scrutinized the iron, offered my sug 
gestion of what might prove a 
remedy. I did my best to cool the 
fellow down without letting him 
know I was doing it. Then when | 
had him properly “set” I pulled out 
my sample of our latest and began 








He took 


explaining its fine points. 
it and compared it detail for detail 
with the one he was using, and after 


considerable talking decided he 
would order one if the man would al 
low so much on the old one. This 
the dealer was glad to do. In fact. 
he was glad to do anything that 
would straighten things up. 

After the lawyer was gone I began 
to congratulate the dealer for the 
diplomatic manner in which he 
handled his fighting customer. To 
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“HIPPO” No. 88 























A Big Brother! 


A big brother to the famous No. 33 Show Window 
FLOOD Light is now ready! It’s designed for larger 


windows and because of that uses a 500 watt lamp. 


It has the characteristic Center Spot Beam with an 
intensity of 50,000 candle power! 





Its name is “HIPPO” and its number is 88. 





No. 33 

. HIPPO will be a good seller for you. Its more 

Show Window 8 y 
Li h powerful because it uses a 500 watt lamp. It will 

¥F L OOD ig t completely light the average large show window. 
The ORIGINAL Show Window In fact, use it wherever a powerful floodlight is 
FLOOD Light was X-Ray No. ‘ 
33 with its remarkable Center needed indoors. 
Spot Beam. 
Lik ery ful thing, this ‘ " 
— iar re te wig Boome Get your dealers to put ONE HIPPO in their own 
ever, the product itself and the window. Then—see how many more they sell! 


trade mark back of it assures 
you of the best. ? 
Know the X-Ray line! It Pays to Know the X-Ray Line 


National Xkay Keflector Co. 


231 W. Jackson Blvd. 


31 W. 46th Street Pacific Finance Bldg. 
New York CHICAGO Los Angeles 
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tell the truth, though, I believe he 
was playing a losing game, for the 
lawyer had all the evidence on his 
side and knew how to “put it over.” 
At any rate, the dealer was so 
pleased with my assistance and with 
my iron, that he ordered a gross be- 
fore we even sat down to talk busi- 
ness. 
TuHos. A. Doran. 
a 


Kilied Him With Kindness 

HILE traveling through the 

City of New York with a 
brand new line of flashlights I en- 
countered a dealer who very coldly 
turned down my request for an inter- 
view. He absolutely refused to 
glance over my samples which | 
spread before him. 

In the course of repacking my 
sample case, a customer walked into 
the store with a competitive make of 
searchlight and handed it to the 
dealer with the remark that it was 
purchased the day before but failed 
to operate properly. This was music 
to my ears and I decided to stall 
around by taking great pains in 
strapping up my sample case. 

Mr. Dealer with this flashlight in 
hand commenced to remove the va- 
rious parts which he reassembled 
with a view of obtaining light. For 
fully five minutes he worked but the 
flashlight failed to function. 

Here I quickly stepped up to the 
counter, took the flashlight into my 
hands and in unscrewing the head 
noticed that the contact 
bent out of the range of the reflec- 
To straighten out the strip re- 


o£ 


strip was 


tor. 


quired, about five seconds and the 
dealer handed the flashlight over to 
his customer in operating condition. 

My action seemed to impress the 
dealer favorably and he turned to me 
with the question as to what kind of a 
line I was handling. 

Here I placed my sample case be- 
fore him and by laying heavy em- 
phasis on the fact that the flashlights 
I carried had their contact strips im- 
bedded in the tube thereby making a 
repitition of his previous difficulty 
impossible, an order was obtained.” 

Sam H. Srre in. 
* * * 


Death of William H. Merrill 


William Henry Merrill, founder 
president of the Underwriters’ Lab- 
oratories, Inc., died Monday, Septem- 
ber 17, at the Presbyterian Hospital 
of Chicago. Born in Warsaw, New 
York, December 29, 1868, Mr. Mer- 
rill graduated from the Massachusetts 
Institute of Technology in 1889 and 
shortly thereafter reported in Chi- 
cago for service in fire protection and 
prevention, to which cause his very 
active career of a third of a century 
was exclusively devoted. In 1898, 
he organized the work now known 
the world over as Underwriters’ Lab- 
oratories and has since served as its 
principal executive. The institution 
both as to its plant and its equipment 
and its influence in the building and 
manufacturing industries becomes an 
enduring monument to his talent as 
an organizer and executive and as a 
crusader in a public work of major 
importance. He was a principal fac- 
tor in bringing together the various 











All salesmen welcome a new Dodge for getting business. Here is one used by R. 


C. Eckert of the Doublday-Hill Electric Co., Pittsburgh. 


Note that this car is No. 


10. Since No. 1 is a Ford, No. 20 must be a Cadilac. 





interests which adopted and spon- 
sored the first edition of the National 


Electrical Code. 
x * * 


Bump Heads Joint Committee 

At a meeting of the Joint Com- 
mittee for Business Development 
held on August 80, Milan R. Bump 
was elected general chairman to 
succeed E. W. Lloyd, who is obliged 
by press of business in Chicago to 
relinquish the duties this year. Mr. 
Bump is chief engineer of the Henry 
L. Doherty interests and was presi- 
dent of the National Electric Light 
Association in 1921-1922. | 

President Johnson of the N. E. 
L. A. was elected a member of the 
Joint Committee, as were Norman 
T. Wilcox, chairman of the Com- 
mercial National Section, N. E. L. A.. 
and Albert Wahle. Mr. Wilcox is 
with Stone & Webster Co., Boston, 
and succeeds Oliver R. Hogue, past 
chairman of the Commercial National 
Section. Mr. Wahle is head of the 
Albert Wahle Company, Inc., New 
York, and succeeds Fred R. Farmer 
as representative of the National 
Council Lighting Fixture Manufac- 
turers. 

es 


Credits Average Better Than 
Last Year 

The accompanying tabulation 
shows the number of accounts report- 
ed to the National Electrical Credit 
Association by member manufactur- 
ers and jobbers during July, 1923. 
and August, 1928, as compared with 
the same months the previous year, 
together with the total amounts and 
average amounts of the delinquencies. 


Number of 


im y eat 

+ ons ccounts Total Average 
Coat —T'ts PP 5 Amount Amount 
July, 1922.........: 727) = $ 87,643.24 $120.55 
July, 1923.......... 724 91,394.71 126.23 
Aur, 19882... 773 104,483.30 158.94. 
Atig., 1908.....::.. 739 114,261.15 154.61 
New York 
July, 1922..........395 54,704.00 139.00 
Vuly, 1923.......... 404 61,434.00 152.00 
Aug., 1922..........578 79,764.00 188.00 
Aug., 1923.......... 380 70,770.00 186.00 
Philadelphia 
July, 1922.......... 261 23,083.53 88.44 
July, 1923.......... 238 20,651.80 86.77 
Aug., 1922.......... 258 37,013.70 143.47 
Aug., 1928.......... 176 20,660.96 117.39 
New England 
July, 1922.......... 55 6,779.49 123.26 
July, 1928.......... 26 3,062.82 117.78 
Aug., 1922.......... 68 9,491.30 150.65 
Aug., 1928.......... 54 5,117.10 94.76 
Pacific Coast 
July, 1922.......... 13 1,280.71 98.51 
July, 1923.......... 36 7,992.57 222.01 
Aug., 1922.......... 21 3,450.23 154.77 
Aug., 1928.......... 17 2,588.80 151.99 
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In the 
Shadow of William Penn 


N Philadelphia, on the north side of Market Street, 

between 12th and Juniper directly opposite Wanama- 
ker’s store, there are 18 ILG Ventilating Units within a 
radius of one short city block. 


This is another interesting demonstration of the ‘round 
the corner sales of ILG Ventilating Equipment—18 separate 
units sold to nine different concerns in five different lines 
of business. And this example of ILG dominance in 
Philadelphia is typical of ILG Fan representation every- 
where. 


ILG products are nationally advertised and distributed 
and the ILG is the only ventilating fan made with a fully 
enclosed self-cooled motor — made, tested, sold and 
guaranteed as a complete unit — it’s painted green. . 


Send for a copy of ILG Tell Tales, 

an illustrated prospectus that tells 

the story regarding the ILG propo- 

sition from the standpoint of Dealer 
and Jobber. 


ILG Ventilating Fans 





List of Ilg Ventilating 
Equipment in one city 
block on the north side 
of ¢-MMarket Street, 
Philadelphia 


Horn © Hardart Restaurant 
Basement Shoe Store 
Allinger’s Billiard Parlor 
High Twelve Club 

Men’s Service Shop 

St. Regis Cafe 

Family Theatre 

Globe Theatre 

Truly Warner 


ILG ELECTRIC VENTILATING COMPANY 


2854 NORTH CRAWFORD AVENUE 





3 CHICAGO, ILLINOIS 




























FOR OFFICES - STORES: 
FACTORIES: PUBLIC BUILDINGS- 
RESTAURANTS -THEATRES -HOUSES -ETC: 
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PERTINENT SALES FACTS AND FIGURES 








The information given on this 
page relates to no single manu- 
facturer’s products, and no pref- 
erence is intended, the purpose 
being to furnish general sales 
data of use to jobbers’ salesmen. | 








What is meant by safety 
switches ? 
As generally understood by the 


trade, these are switches enclosed in 
metal boxes or cases and that may be 
externally operated by hand without 
opening the case. They were formerly 
called enclosed switches, but ordinary 
types of enclosed switches require the 
box to be opened to get at the switch 
handle to open or close the switch. 
Safety switches are almost invariably 
designed for current ratings of 30 
amperes or more and they are usually 
of the knife blade type or a modifica- 
tion thereof, thus being distinguished 
in both these respects from the com- 
pact wall switches discussed in this 
section a month ago. 





How and why was the word 
“safety” applied to these switches? 

The earliest switches that came 
into general use were knife switches. 
Although such switches can be made 
in a wide range of sizes, it was found 
that, as the art developed, they were 
not adapted for many special uses 
and so other types were devised to 
meet the new requirements. Among 
these types were rotary snap switches, 
push-button switches, pull switches, 
etc., that came into general use for 
lighting circuits. For motor control, 
however, use of the open knife switch 
persisted until recent years. 

As gradually became 
motorized the operatives of motor- 
driven machinery were required to 
start and stop their machines without 
time the electrician. 
Starters and controllers were early 
made without exposed live parts, but 
to stop the motor and before restart- 
ing it it remained customary to 
operate the main knife switch for the 
motor circuit. Most ordinary factory 
operatives know little about electric- 
ity and therefore many accidents oc- 
curred from contract with one or both 
sides of the exposed knife switch. 

Switch manufacturers recognized 
this hazard of the open knife switch 
and developed enclosures for it that 
permitted the switch to be opened or 
closed from the outside without open- 
ing the enclosing box. 
converted _ this 


factories 


each calling 


This at once 
formerly hazardous 


Data Sheet on 
Safety Switches 


switch into a safe switch, because the 
operative had no opportunity in the 
regular performance of his duty to 
get into contact with any live switch 
parts. To emphasize the greater 
safety of these switches, their manu- 
facturers called them “safety” 
switches. 


How may safety switches be clas- 
sified ? 

By their manufacturers they are 
commonly classified as to the service 
they are designed for. The chief 
class is motor switches, as this was 
the first and remains the principal 
application of safety switches. 
Another important class is service 
entrance switches. Many other uses 
have been developed, including light- 
ing and heater feeder switches; these 
may be grouped as the miscellaneous 
class. 

A less common classification is as 
to the degree of safety provided. This 
classification is made by accident 
liability insurance interests and is 
based on the conception of safety as 
not an absolute but only relative term, 
that is, what may be safe equipment 
under one condition may be less safe 
under other conditions. 

A typical classification on this basis 
is that of the Underwriters’ Labora- 
tories, which applies classification B 
to “switches in enclosed metal cases 
and operable without opening cases;” 
classification A applies to similarly 
enclosed switches “operable without 
opening cases, and so designed and 
constructed that, when properly con- 
nected, fused terminals must be dead 
at all times while they are exposed 
for inspection or _  replacement;” 
Classification AA applies to these 
switches “operable without opening 
cases, and so designed and con- 
structed that they cannot be installed 
or used so as to expose normally cur- 
rent-carrying parts to contact by per- 
sons replacing or inspecting fuses.” 

From study of these definitions it 
is evident that a Class B switch will 
suffice where the switch box is kept 
locked and employees are -instructed 
to report to the foreman or electrician 
when the switch seems to be out of 
order or the fuses blown. Class A 





In this department an effort 
is made to give to gd wy of 
men a summary of gen - 
formation about different staple 
lines of electrical material. Tear 
out this sheet and save it. 








switch is desirable where proper in- 
spection is made after installation and 
the employees may be expected to 
know when a fuse has blown and 
how to replace it. Class AA switch 
is desirable where there is no initial 
or periodic inspection and ordinary 
employees must be depended on to 
know when fuses need replacing and 
how to replace them. 





What are special features of 
safety motor switches? 

These depend on the size and type 
of motors they are designed for. 
Motors of two to three horsepower 
provided with starters require no 
special features. If without starter 
the switch should be of double-throw 
type, the starting position connecting 
the motor to the line so that the fuses 
are not in circuit, while the running 
position connects the motor through 
the fuses. If an autostarter or com- 
pensator without self-contained switch 
is used, the safety switch must be 
double-throw with the first position 
for starting and final position for 
running. Likewise for  star-delta 
motors the first position of the switch 
throws the star windings into circuit, 
while the final position connects in the 
delta or running winding. For motor 
reversing the switches are also double- 
throw. 


What special features do safety 
service switches have? 

For service entrance use the switch 
is often provided with an adapter or 
continuous enclosing trim to cover all 
wiring and connections to beyond the 
meter so as to protect against theft 
of current. A special meter-testing 
block may also be included to facili- 
tate testing without exposing meter 
connections. 


For what miscellaneous or spe- 
cial uses are safety switches em- 
ployed ? 

They have been adapted for mount- 
ing in groups to constitute a complete 
safety switchboard, or mounting on 
a dead-front switchboard with con- 
nections on the back. In either ar- 
rangement they may control power, 
lighting, or other feeder circuits. 
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Clearsite Fuses 


The greatest development in design and 
performance in plug fuses since the screw 
shell type has been in use. 


Made only by the pioneer manufacturer who 
blazed the trail of adoption and use of 
Renewable Fuses to the end of securing 
approval by Underwriters’ Laboratories 
and the great American public. 


Economy Fuse & Mfg. Company 


CHICAGO, U. S. A. 
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Changes in Steiner Organi- 
zation 
Harold W. Steiner has resigned 


from the Steiner Electrical Co., 210 
S. Desplaines street, Chicago. George 
S. Steiner. still retains controlling in- 
terest in the company and reports 
that Harold Steiner’s leaving does 
affect the financial end of the 
business in any way, as the latter’s 
financial interest remains in the com- 


not 


pany. 

Harry Rosenberg, who has been 
connected for six years with the com- 
pany in an advisory capacity, and 
who for the last 18 months has been 
actively connected with and finan- 
cially. interested in it, is now in 
charge of the financing end. 

It will be remembered that this 
company was started in 1916 by 
George and Harold Steiner. Then 
they both entered the service of the 
country and it was allowed to lie dor- 
mant for two years. They started up 
again in 1918. Last March the com- 
pany bought out the Faden Electrical 
Supply Co., taking over the services 
of Mr. 


Faden and most of his sales 


force. 
2K * k 

Kennedy Webster Plan Big 
“Doings” 


The second annual sales promotion 
meeting of the Kennedy Webster 
Electric Co., 1425 S. Wabash avenue, 
Chicago, is set for October 11. This 
promises to be one of the biggest 
events ever attempted by a jobber 
for the benefit of his agents. 

Six officials from the National 
Lamp headquarters at Cleveland, 
four engineers and illuminating ex- 
perts from the Commonwealth Edi- 
son Co. of Chicago and their own 
organization will make up the pro- 


gram. The largest lamp ever manu- 
factured (30,000 watts) and other 
interesting exhibits are in_ store. 


There will be practical demonstra- 


tions in life-sized exhibit booths 


showing the good and bad in store 
lighting, window lighting and home 
lighting. 




















Satterlee and Blue Merge 
Companies 
W. B. Satterlee, president of the 
Satterlee Lo; ame W. S. 
Blue have purchased the Columbian 
Electrical Co., a $100,000.00 Corp. 
in St. Joseph, Mo., and will merge it 


Electric 





W. B. Satterlee 





Walter S. 














with the Satterlee 
Kansas City, Mo. 
The new organization has taken a 
10 year lease on the four-story build- 
ing at 1717 Walnut 
they will conduct a wholesale elec- 


Electric Co., in 


street, where 
trical supply business under the name 
of the Columbian Electrical Co. 

The retail department of the Sat- 
terlee Electric Company at 22 East 
Ninth street, will be sold to James 
W. West who will operate a retail 
electrical store as the West Electric 
Co. Mr. West has been 
with the Satterlee 
past 10 vears. 


associated 
company for the 

W. S. Blue has been the general 
manager of the Columbian company 
for the past six years and is well 
by 
goods throughout 
trade territory. 

The Columbian company was es- 
tablished 30 years ago in St. Joseph 
and the present business in St. Joseph 
will be continued as a branch. 

The Columbian company will do a 
general electrical. supply jobbing 
business in the western part of Mis- 
souri, Kansas and Oklahoma and will 
distribute Westinghouse 
goods in this territory. 

Mr. Satterlee started in the elec- 
trical supply business 12 years ago in 
a small room at Fifteenth and Cherry 
streets, with one case of incandescent 
lamps, and since then has increased 
the business until the new location 
with 20,000 square feet of space has 
become necessary. 

The officers of the company are: 

W. B. Satterlee, president; W. S. 
Blue, vice-president and treasurer; 
W. A. Satterlee, secretary. 

* *& # 


Ohio Valley Electric Increases 
Stock 


Announcement is made of an 
crease in the capital stock of the Ohio 
Valley Electric Co., Louisville, Ky.. 
from $30,000 to $60,000. The busi- 
ness of this company is now growing 
rapidly. Four travelling salesmen 
and two city salesmen are employed. 


known purchasers of electrical 


City 


the Kansas 


electrical 


in- 
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C-H 7151 


Where Space Is Limited 


For use on two-light brackets, and on single brackets where the 
switch is located close to the bracket arm—the ease of operation of the 
Push-and-Pull Switch is forcibly demonstrated. The limited space 
does not prevent grasping the switch button with the tips of finger 
and thumb-—which is ample for the operation of the C-H Push-and- 
Pull Switch. Try this yourself. 

Besides this easy operation, C-H Canopy Switches are selected 
for their long life, quick make-and-break mechanism. They safe- 
guard fixture manufacturers against troubles that reflect adversely on 
their product. 

For 15 years, the C-H Push-and-Pull Switch has been recognized 
as the standard of quality—working parts are all enclosed and well 
constructed, and as an additional precaution against grounds or short- 
circuits, a fibre cap is fitted over the body. It is the smallest switch 
with real quick make-and-break mechanism—3A, 125V; 1A, 250V. 

Your orders placed now will insure delivery when required. 


THE CUTLER-HAMMER MFG. CO. 


Switch and Specialty Department 
Works: MILWAUKEE and NEW YORK 











Another type, the C-H Shallow 
Rotary Switch, is made for such 
locations where the depth required 
for the C-H Push-and-Pull Switch 
is not available. The Rotary Switch 
measures less than % -inch over- 
all and the diameter is only 
15/16”. There is no need for 
cutting away plaster when install- 
ing. The switch button may be 
removed as well as the finish nut, 
with the switch remaining intact. 
This is an advantage when refin- 
ishing bracket. C-H 7147 is for 
sheet metal canopy or plate and 
C-H 7148 for cast metal. 














/ CANOPY SWITCHES 
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- NEW SERIES 
of Large Size 


WIREMOLD FITTINGS 


¢ Having ample wiring room for 
su use im large installations such as 
for factories, stores, office buildings, 

school houses, hospitals, etc., etc. 


OU’RE all right as far as you go”, said the wire- 
men. “Wiremold is certainly the money-saving 
method of surface wiring, combining neatness, 
efficiency, and all-round satisfaction, but the great 

pity is that we are unable to consider Wiremold on 
our real big installations because the fittings are not 
large enough to carry four wires.” 


There in a nutshell is the reason for the new series of large 
size Wiremold fittings illustrated below, and the beauty of it is 
that these new fittings are equipped with double twistouts, 
making it possible to use them interchangeably with Catalogue 
No. 500 or Catalogue No. 700 Wiremold Conduit. 









This new development completes the Wiremold System, 
opening up a tremendous new field for industrial wiring, 
such as industrial plants, school houses, hospitals, office 
buildings, department stores, and the like. 









The new fittings give you the rugged strength 
andthe wiringroom youneed,andaretheresult 
of the best thought of architects, engineers, 
contractors and wiremen, cooperating 
with a committee composed of mem- 
bers of the Wiremold organization. 









NCS PAL) 


CORNER BOX 
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. pte new Wiremold Cata- 
logue is now ready. Send 
in the coupon for your copy, 
with new Net Price Sheet. 
The Catalogue covers the 
entire Wiremold Line, and 
gives concrete suggestions on 
the solution of surface wiring 
problems. 
AMERICAN WinemoLD Company 


HARTFORDO,CONN. 


BOSTON NEW YORK PHILADELPHIA PITTSBURGH 
ATLANTA NEWORLEANS CHICAGO DETROIT DALLAS 
LOS ANGELES SAN FRANCISCO 





THE AMERICAN WIREMOLD COMPANY, Hartford, Conn. 


| 
Send the | Send me your catalogue with suggestions for surface wiring, also net 
price sheet. 


Coupon for mca, 
New Catalogue | Address 


State 


and Price Sheet % ea MOSS A a ASAE ART RIT LIE IO 
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bh Woekor Sleep im Comtint 


_ eet be the Set oe 


GREEN FIELD 
ELECTRICAL, SUPPLY Co8? 


This is part of the staff of the Greenfield Electrical Supply Co., 1097 Bedford Ave., 


Brooklyn, N. Y. 
picture was taken. 


Unfortunately, Mr. Greenfield, the president, was away when the 
The names follow from left to right: 


Carl Steininger; Harry 


Lowenstein; Murray Davidson; Eric Horndahl; Russell Friedman; Benjamin F. 


Weiss, treasurer; Ruth Neufeld; O. A. 
‘Tumineli. 


Thompson; 
This company is closely allied to the Brooklyn Finance Corp., and they 


Vivian Buttacavoli, and Mike 


obtain a legitimate profit by financing contractors on their wiring contracts, etc., 


and accept notes in exchange. 
plan. 


These notes are usually paid off on the installment 
In this way they render a service to the contractor-dealer. 





Merger of Dallas Houses 

There has been a change in the 
affairs of the Electric Appliance Co. 
at Dallas, that there has 
been a reorganization and the merg- 
ing of the business of the Electric 
Specialty Co. of Dallas and the Elec- 
The new organ- 


Tex., in 


tric Appliance Co. 
ization will hereafter be conducted 
under the name of the Electric Ap- 
pliance Co., Dallas, with M. E. 
Martin, president; Chas. L. Martin, 
secretary and general manager; Mac. 
I’. Sterett, assistant to the president, 
and Harry Greer, sales manager. 
There will be something over $90,000 
additional capital added to the Elec- 
tric Appliance Co. of Dallas. W. W. 
Low and Thos. I. Stacey of Chicago 
still maintain a large interest in this 
Conditions in this terri- 
tory in the last month have 


proved materially with a heavy vol- 


company. 
im- 


ume of business. 
* ok Ox 


Industrial Business Good in 
Carolinas 


J. P. MeMillan, sales manager of 
the Carolina States Electric Co., 
Charlotte, N. C., writes in to say that 
industrial building in their section of 
the country is booming at the present 
time. This is reflected in a good busi- 
ness in safety switches, rubber cov- 
ered and weatherproof wire, indus- 
trial reflectors and other items fol- 
lowing the industrial building move- 
ment. 


Excellent Fall Business Pre- 
dicted at Wetmore-Savage 
Conference 

A two-day, semi-annual sales con- 
ference was recently held at the Ex- 
change Club, Boston, by members and 
guests affiliated with the Wetmore- 
Savage Co., electrical supply jobbers 
of that city, under the chairmanship 
of Karl L. Norris, head of the ap- 
pliance department at the 
offices. The program included ad- 
dresses by the representatives of manu- 


main 


facturing organizations for which this 
company is a distributor. The gen- 
eral tone of the conference was favor- 
able to excellent business this Fall 
predicated on vigorous and sustained 


sales effort. 
* “ace 


Noe Becomes Ohio Valley Sales 
Manager 
The Ohio Valley Electrie Co., Inc., 
Louisville, Ky., announces that J. T. 
Noe, recently connected with the 
Gainaday Electric Co. as_ district 
manager, has been appointed sales 
manager. He has had wide experi- 
ence in jobbing electrical supplies as 
well as appliances and is thoroughly 
qualified to fill this position. 
ea. 2 


Hillis Becomes President of 
Electric Appliance Co. 

C. C. Hillis of the Electric Appli- 
ance Co., San Francisco has changed 
his title from that of vice-president 
to president and treasurer. There 
have been few progressive movements 
in the electrical industry on the coast 
that Mr. Hillis has not been identified 
with in some way. He was one of the 
early advocates of the California 
Electrical Co-operative Campaign and 
now serves as one of the representa- 
tives of the electrical wholesalers ad- 
visory council. ‘Twice he has been 
president of the National Electrical 
Credit Association and several times 


chairman Pacific Coast Division E. 











Sales conference of the B-R Electric Co., Kansas City, Mo., last summer at Winn- 


wood Lake, Mo. 


B-R salesmen and a few imanufacturers’ men. 


Frank M. Bern- 


ardin, president, fourth from left, top row; “Art” J. Selzer, sales manager, last man 


on right, bottom row. 
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Published in the interest of a more complete fellowship with Jobbers’ 
Salesmen everywhere by the Benjamin Electric Mfg. Co. 

















Jobbers’ Salesmen Have a Stake in the Benjamin 
Two-Way Plug Halloween Window- 
Trimming Contest 


We have hung up 14 Prizes to be distributed to Dealers who make a Display of Benjamin 
Two-Way Plugs during Halloween Week, October 24-31. See our announcements in Octo- 
ber Electrical Retailing and Electrical Merchandising. There will be four grand prizes, as 
follows: First, $100.00; Second, $75.00; Third, $50.00; Fourth, $25.00. Then there will also 
be 10 Prizes of $10.00 each. This contest is open to all, whether the entrant is sent in by a 
Jobber’s Salesman or by the individual dealer or other. We will furnish a dandy lot of win- 
dow material, especially designed at considerable expense, absolutely free and with no obliga- 
tion to the entrant. All photos must be in by November 10, and prizes will be awarded 
without delay. 


Where the Jobbers’ Salesmen Come In 


We want the Jobbers’ Salesmen to have a stake in this Window-Trimming Contest. So as soon as you read 
this get the story to your dealers. As fast as you line up a dealer send us his name and address. All you 
have to do is to write, for example: “Mr. James Smith, 515 Boom Street, Pegosi, Mich., will use the Benja- 
min Window Trim; please enter him in the Halloween Window-Trimming Contest.” 


To the Jobber’s Salesman who sends in the 
greatest number of entrants who use the 
window trim and submit a photograph, 
we will award a prize of ............ . $50.00 
For the second greatest number, a prize of . $35.00 
For the third greatest number, a prize of .. . $25.00 
For the fourth greatest number, a prize of . $15.00 


In the event of a tie for any prize, the full amount offered for such prize will be awarded to each of any con- 
testants tied for such prize. 


To make the whole thing more interesting, we will, ‘n the event of any entrant of a Jobber’s Salesman win- 
ning any one or more of the window trimming prizes, award the Jobber’s Salesman entering such, an addi- 
tional $5.00 per winner. 
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Are You Acquainted With the 
Glassteel Diffuser ? 


An Unusually Good Looking and Efficient Commercial-Industrial 
Lighting Fixture 


There has not been, any develop- 
ment in commercial-industrial lighting 
for a long time that has aroused so 
much interest and met with greater 
popular favor than the Glassteel Dif- 
fuser, an unusually good looking and 
most efficient unit, combining a glass 
diffusing globe with a porcelain enam- 
eled steel reflector. 

The Glassteel Diffuser has apertures 
between the enameled steel reflector 
and the holder which permit about 
seven per cent of the light output to 
reach the ceiling. This softens the 
contrast between the working plane 
and the space above the reflector, in- 
creases eye comfort and enhances the 
cheerfulness of the room. 

The totally enclosing glass diffusing 
globe reduces the intrinsic brilliancy 
of the high powered Mazda C lamp, 
and, while it interferes very little with 
the illuminating efficiency, it reduces 
eye effort because of the elimination 
of direct and reflected glare. 

The porcelain enameled steel re- 
flector gives added protection to the 
glass diffusing globe, and this is a big 
item in many commercial and indus- 
trial installations. 

3enjamin Glassteel Diffusers are 
mighty rugged in construction and un- 


Reproduction of Unretouched Photograph of Glassteel Diffuser Installation in Assembly Room of 


usually good looking. These are strik- 
ing sales advantages, the design of the 


and construction, Benjamin Glassteel 
Diffusers have a distinct further ad- 
vantage in the threaded hood which 
permits the reflector to be taken down 
in a minute for cleaning. This is a 
particularly important advantage, inas- 
much as the Glassteel Diffuser, with 
its snow-white interior and exterior, 
must be kept. in a clean condition to 
maintain its pristine appearance and 


The Benjamin Glassteel Diffuser. 


Benjamin equipment being well known 
for symmetry and the construction be- 
ing equally well known for durability. 

Added to the advantages of design 


Manufacturing Plant. Time of Exposure, 10 Minutes. No Flashlight or Other Lighting Aid. 


contribute to the cheerfulness of the 
room in which it is installed. 

The trade has been generally circu- 
larized with descriptive matter and 
price sheets on the Benjamin Glassteel 
Diffuser with Type RR Threaded 
hood. Salesmen in touch with com- 
mercial and industrial installations and 
with dealers who are handling installa- 
tions of this character, will find the 
Benjamin Glassteel Diffuser a_ sales 
maker for them because its manifest 
advantages create ready acceptance. 
Sales literature and descriptive matter 
will be gladly furnished to salesmen 
interested in this equipment. 

By the way, we reproduce here a 
photograph of a mighty fine Glassteel 
industrial installation. Benjamin sales 
offices are also equipped with Glassteel 
Diffusers. If you wish to see some 
good illumination give us a call some 
day. 


There’s an old Chinese proverb that says: 
“*The duck has short legs and the stork has 
long legs; you can’t make long legs on a duck 
and you can’t make short legs on a stork— 
why worry? Things is!’’ 


Just because you're hitting the grit is no 
reason for wearing a dirty collar. 


The fellow full of pep can’t help it; he’s 
healthy—try to keep healthy. 
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New Bulletin on Benjamin 
Industrial Lighting Equipment 


A brand new bulletin on Benjamin 
Industrial Lighting Equipment! It 
is nearly ready and will be distributed 
shortly. This bulletin will contain a 
complete listing of reflectors, complete 
industrial lighting units and a wide 
range of lighting accessories included 
‘in the complete line of Benjamin 
equipment for industrial lighting. 

In addition to the catalog material 
there is a great deal of valuable in- 
formation on good lighting as an in- 
dustrial necessity, and an explanation 
of how lighting calculations are made. 
The book is handsomely printed, well 
illustrated with views of remarkable 
examples of industrial lighting with 
Benjamin equipment, all made from 
absolutely unretouched photographs. 
These photographs have in every case 
been made without the aid of flash- 
light or daylight. 

The bulletin is undoubtedly one of 
the handsomest pieces of printing that 
has been available to the trade in a 
long time. The jobbers’ salesmen will 
be supplied with copies right off the 
reel, but if yours does not come, we 
will be obliged if you will let us know. 





Fixtures That Do Not Hang 
Straight Are an Eyesore 


Result in Poor Illumination 


In industrial installations fixtures 
are often found hanging out of per- 
pendicular. They not only look mighty 
unsightly, but they result, also, in in- 
effective and inefficient illumination. 

The sure cure for a fixture hung out 
of line because of a sloping or uneven 
ceiling, or because some object being 
carried through the room has knocked 











How Are You Hitting? Where Are You Head- 
ing? Are You ae Trail or Trailing 
a Rut 





them out of true, is the Benjamin 
Flexible Hanger, or Aligner and Shock 
Absorber. This combination wiring 
device has two great points of merit: 





The Benjamin Aligner and Shock Absorber 
for Ceiting Outlet Boxes. 


(1) Flexible Hangers are a practical 
necessity in most industrial light- 
ing installations because it is al- 
most impossible to install all out- 
let boxes in a perfectly horizon- 





Adaptation of Benjamin Aligner to Lighting 
Fixture. 


tal position. Benjamin Aligners 
combine a sturdy outlet box 
cover with a flexible ball joint 
so that the lighting units will 
hang vertical whether or not the 
outlet box is straight. 

(2) These Hangers or Aligners also 
have shock absorbing mechanism 
which dissipates vibration and 
shock. In that way lamps are 
in a great measure protected from 
injury, and their average life pro- 
longed. 


The electrical industry used 660,000,000 
pounds of co in 1922, out of 1,091,397,000 
pounds used for all purposes. 


There was added to central station lines in 
1922, 1,208,730 residential customers; 151,500 
electric motors; the ¢ ted tor load 
increased 1,586,400 h.p. 





Electric light and power bond and stock 
flotations will raise over a billion dollars this 
year. During the first four months investors 
subscribed 60 cent more than during a 
similar period in 1922. 








J} 


: 
Philograms from “ 


**Who is this?”’ ‘Never heard of 
them!’’ That’s the Christian greet- 
ing to the salesman for the read 
that ‘‘don’t believe in advertising."> 


Advertising is the means to and 
not the end of business. Ev per- 
son writing about his aide dad 
understand that pos study the 
larger aspects of the business, and 
then help promote them. 


Most of us buy rubber heels to 
make walking more comfortable. 
Some don’t. Guess what they use 
them for. 


Advertising is an aid to sales, 
nothing else. Salesmanship is the 
sum total; advertising is the part, 
but it helps build oond" will and does 
speed up sales. 


The difference between writing 
an advertisement about anything 
and criticising it, lies in the fact 
that the writer simply tries to find 
out something about the subject, 
while the critic doesn’t care to. 


If any of you fellows ever run 
across an vertisement of ours 
which helped to sell anything at 
any time, please write and tell us. 
We will publish the letter and 
frame the advertisement. 


Advertisements are just the plain 
ney day news your business. 
So if you don't read them you miss 
the most interesting part. 


The only favorites a salesman 
ought to play are those whose 
names are linked up with construc- 
tive advertising. Non-advertised 

oods are too hard to sell these days. 
mcentrate on the fellows who are 
doing something to help you. 


The size and shape of a salesman 
haven't so much to do with his suc- 
cess, as whether he takes a personal 
interest in making his job the big- 
gest thing there is. 


A man is judged sometimes by 
the way he writes letters, and by 
the kind of reports he makes. Don’t 
forget to enclose the orders with 
yours. It makes ‘em smile. 























Ye Editor hasn’t any difficulty in 
filling these yere colyums—far is it 
from such. But we'd like to hear from 
J. S’s, and their comments and sug- 
gestions will be handled with alacrity 
and dispatch, as Perry Boole might 
say. 
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“YES, we have no Repair Tags” 


Dear Mawruss: 

Say listen, Mawruss: “Yes, we have 
no Repair Tags.” Yes, we——. We 
have some fency cartoons, Mawruss, 
which hold the plugs which the boys 
in the electric stores get one with now 
every 10 Benjamin’s Plugs, Mawruss. 
And also we still gotta few of those 
choice Benjamin’s Plugs themselves. 
They’re pretty good ads themselves, 
don’t forget that, Maury. But, yes, 
we're all out of Repair Tags and Cir- 
culars, ain’t it so? 

Yours, 


ABE. 

















The Little Return Card that Promoted a 
Deluge of Dealer argneme for Repair 
Tags and Folders. 

To explain, not all of the electrical 
dealers in the United States wrote in 
for these new Tags and Circulars. Oh, 
no, two of the boys were home sick 
and the third didn’t believe in adver- 
tising. But I believe every other elec- 
trical store asked for a supply. The 
bombardment commenced the morning 
after our Plugs were reduced in price. 
Some wanted only Repair Tags, others 
only Circulars, but most of them had 
plenty of use for both. We furnished 
them all the way from 100 to 500 each, 


and it wasn’t a week before a couple 
of hundred thousand were gone, and 
we had only started. 

Would you believe it, up to this 
morning these requests called for 412,- 
600 Repair Tags and 309,073 Circulars, 
and the requests are still coming in. 

But do you wonder, particularly 
with those price reductions! When a 





The Repair anu Merchandise Tags that Have 
Been so Popular 


price of an unknown article is lowered 
it means nothing, but when the price 
is reduced on anything as well known 
as a Benjamin Two-Way Plug, for 
instance, or a Ford, it gets attention. 
So if any of your customers have 
kicked, that they can’t get Repair Tags 
or Circulars, tell them we're making 
up a new supply now. They’ll be 
taken care of in ten days. 


Have every tooth in your head so sound you 
can bite hard when you clinch the argument— 
then you'll never be a chin wobbler. 





The Benjamin Group of Two-Way Piugs— 


Siccecy are bores, 


és 
































A 4-Page Two-Color Letter Circular on Two-Way Plugs Recenily Mailed to the Trade. 








J. B. T. Addington confronts you, 
—‘Birch” for short. Up in that en- 
terprising land where they know what 
“skoll” means, Birch is\ known from 
Coast to Coast,—that is,:from opera- 
tor to operator. “Sunny Missouri, 
bleeding Kansas, and..oily Oklahoma 
are giving the old boy a once over 
just now. He hopes you'll like him 
well enough to give him the glad 
hand. Aside from being an orator on 
the subject of Benjamin Products, 
Birch runs a close second to Chauh- 
cey Depew and Abe Lirrcoln in reel- 
ing off homely anecdotes. 





Down in the Indiana Country they 
have proceeded to adopt “Little 
Arthur” otherwise W. A. Gale, hand, 
heart, pocket-book and all. At least 
the news comes up the underground 
that the bells will ring next month, 
because Bill says he’s more in love 
than ever with the electrical industry 
and can’t wait until he is tied up with 
a life load. May the “piques” he meets 
be short. Mr. Gale has stated before 
witnesses that on his next trip down 
in Southern Ohio and Kentucky, he 
will cast his eyes neither to the left 
nor to the right; but it’s hard to break 
old habits. . 
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Charleston Supply Pushes Ven- 
tilating Equipment 

The Charleston Electrical Supply 
Co., of Charleston, W. Va., has been 
appointed exclusive distributor for 
the Autovent Fan & Blower Co.'s 
line of ventilating equipment. They 
will carry a complete stock of fans 
and push the business aggressively 
through the channels of the contract- 
or-dealer. 

ae 
Ham Electric Company Starts 
Fall Drive 


The E. W. Ham Electric Co., 3 
Burnside Court, Worcester, Mass., is 
starting its fall drive and has in- 
creased its sales force by the addition 
of the following men: H. O. Graves, 
formerly with Coughlin Electric Co., 
Worcester; C. O. Newton, formerly 


with E. C. Lewis, Boston; W. W. 
Bruce, formerly with Johnson, Utica, 


N. Y.; A. E. Burland, formerly with 
the Syracuse Washing Machine 
Corp., Syracuse, N. Y.. The first two 
will handle the general ‘line of sup- 
plies, while the last two will devote 
their time exclusively to selling 
washing machines. 
* * 


Herbert Metz Directs Western 


Electric Supply Department 
Advertising 


Removal on October 1 of the gen- 
eral sales offices of the Supply Depart- 
ment of the Western Electric Co. to 
the Pershing Square building, 42nd 
street, New York, is announced by 
the company. This change is brought 
about by the physical separation of the 
Supply Department from the tele- 
phone manufacturing end of the busi- 
ness. 

Coincident with the removal, Her- 
bert Metz is appointed advertising 











manager of the Supply Department 
with offices at Pershing Square. P. L. 
Thomson eontinues in the capacity 
of publicity director of the Western 
Electric Co. 

Mr. Metz joined the company upon 
graduation from Penn State in 1914, 
starting in the commercial student 
course at the company’s plant in Chi- 
cago. The following year he en- 
tered the advertising department in 
New York. His work here was sup- 
plemented by a year in field sales 
promotion work in the West and in 
1921 he was appointed power and 
light sales manager, a capacity in 
which he has continued until his pres- 
ent promotion. 

All advertising covering the supply 
business of the Western Electric Co. 
will hereafter be handled through the 
advertising department at Pershing 
Square. 

* * * 


Walker and Robertson Locate 


in New Orleans 


C. S. Walker, formerly president 
of the Varney Electrical Supply Co. 
of Indianapolis and Evansville, Ind., 
resigned his position and has accepted 
a position as secretary and treasurer 
of the Interstate Electric Co. of New 
Orleans. Mr. Walker was associated 
with the Varney Electrical Supply 
Co. for more than a quarter of a 
century. 

H. A. Robertson, resigned his posi- 
tion with the same company, where 
he had been connected for the past 12 
years, and has accepted the position 
of sales manager of the Interstate 


Electric Co. 
* * * 


New Men of the 
Material Co. 


Three new salesmen have been 
added to the force of the Electrical 
Material Co., 158 West Lake street, 
Chicago, to work in the city territory; 
L. O. Mindrum, formerly with West- 
inghouse Electric & Mfg. Co., travel- 
ing the state of Iowa; B. P. Huckins, 
who for eight years had charge of the 
electrical merchandising department 
and field men of the Valparaiso 
Lighting Co., Valparaiso, Ind.; 


Electrical 


“Jerry” Danields, new in the elec- 
trical business, having been formerly 
engaged in the automotive field. Mr. 
Danields will act as a specialty man, 
devoting his time to a half dozen 
different lines. 
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Pass in review! 


Hardware & Supply Co., Akron, Ohio, so we took ’em on the roof. 
Al. B. Hanson, R. H. Wetter, M. A. Smith and Carl Kromer. 


A. Neutzling, 


We wanted to say they were high men on the sales force of the 


Left to right. 





Donald Clarke To Be 
Congratulated 


Denald B. Clarke, manager of the 
radio department of the Wetmore- 
Savage Co., Springfield, Mass., was 


married on August 18, and returned 


about September 15 
moon spent at Old Saybrook, on the 


from his honey- 


Connecticut shore. 
* & 

Charge for Broken Packages 

It is valuable at times to know what 
the thinks the 
problems which he has in common 
The National Supply and 
Association is 


other fellow about 
with us. 

Machinery Dealers’ 
making an inquiry among its members 
to ascertain whether there is a_ ten- 
dency to make a surcharge in han- 
for 
A. Fernley reports: 


dling orders broken packages. 
Secretary T. 

“One of our members has written 
us that in handling orders for broken 
packages he makes a surcharge of 25 
and that the 


same plan is followed by several of 


per cent for service, 
the competing dealers in his territory. 
Even among manufacturers, we find 
that one bolt manufacturer has a mini- 
mum charge*of two dollars, and that 
some of the screw manufacturers and 
bolt people have a special basis for 
broken package orders. The inquiry 
has nothing to do with the price of 
the goods themselves, but merely with 
the practice of making some addi- 
tional charge for broken package ser- 
vice with all its losses and risks, as 
well as incident to the 
shipment of less than a minimum 


extra - cost 


package quantity.” 





One Way Ticket for the Care- 
less Contractor 

The electrical 

has a tough time of it in Denver. 


careless contractor 
Representatives of the Electrical Co- 
operative League there now are fill- 
ing the dual role of inspecting the 
work of electrical contractors and 
following up the city inspections, as 
well as guiding the public in the uses 
of electricity and the installation of 
adequate wiring. As a consequence, 
inferior workmanship, poor material 
and short-sighted layouts are being 
the 
week, with 


reported to League’s 


board 
of the 


advisory 
the 
contractors 


each names 


electrical con- 


cerned and that of the city electrical 
inspector passing on the job. On the 
other hand electrical work deserving 
the commendation of the industry, 
together with the names of the con- 
tractors concerned, is also being re- 
ported to the League. 

* * # 


Fisher Joins Electrical Supply 

J. E. Fisher has taken a_ position 
with the Electrical Supply Co. of 
New Orleans.. He has been tray- 
ellling in this territory for the Square 
D Co., so that the change of connec 
tion does not mean a change of ac 
He is well known in 
the locality and has a lot of friends 


quaintances. 


who will wish him well. 
. = * 


News of Perry-Mann 
G. H. Bell, formerly with the Na 
Co.; travel the 
eastern part of South Carolina and 
North Carolina for the Perry-Mann 
Electric Co. W. B. Meek of Atlanta 
has been added to the sales depart 
For the past 
been associated with Harry Biglin. 


tional Carbon will 


ment. vear he has 


manufacturers’ agent, of Atlanta. 
* * * 


North Coast Absorbs Nortb- 
western Supply Co. 

The Northwestern Supply Co.. ot 
Tacoma, Wash., has been absorbed 
by the North Coast Electric Co., ot 
Seattle, who have had a branch ot- 
fice and warehouse at Tacoma. C. G. 
Stewart, formerly of the Northwest- 
ern Supply Co., will be the Tacoma 
manager. 














Northern Electric Co., Vancouver, B. C.—A representative picture taken in May 


this year. From left to right: 


J. F. Little, district manager; John Martin, district 


stores manager; Y. N. Cornish, order editor; B. W. Markham, quotation clerk; A. 
Parker, price clerk; H. W. Sellars, salesman; K. W. Hewitt, salesman; F. E. Peters, 
district credit manager; F. H. MacGougan, salesman; J. M. Schell, statistic clerk; 


(kneeling) W. C. Mainwaring, district sales manager. 
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Little 


-but Oh! My! | 


Little things sometimes 
pack a hefty wallop. 


You may have to stretch 
your imagination to picture 
a mouse slamming an ele- 
phant for a row of Arabian 
asterisks—but you can keep 
your feet on solid ground 
and get the logic in our ad- 
vertisement to the dealers 
this month. 


There are real reasons for 
pushing the sale of wiring 
device specialties. They are 
needed; their cost is low; 
their use has only to be in- 
telligently explained. There 
is real money to made from 
their sale. That is certainly 
a major inducement. 


So think of the mouse with 
the dynamite in his mitt; 
and saturate yourself with 
wiring device conversation. 
And then be sure to write 
your orders legibly. 






i 









This advertisement appears in 
the October issues of 


Electrical Merchandising 
Electrical Record 
Electrical Retailing 
Journal of Electricity 
National Electragist 
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“Where Are We Headed” 

The sales manager of a prominent 
manufacturer has the following sug- 
gestions to offer which are quoted be- 
low. While THe Jopsper’s SALESMAN 
has the attitude 
calamity howler and believes that the 
electrical industry is coming through 
its initial merchandising stage in a 
creditable frank 
discussion of perplexing questions is 
always encouraged if it leads to im- 


never taken of a 


manner, open and 


provement. 

“The electrical industry is today 
collectively and individually failing 
to bring reasonable financial returns 
to the manufacturers, jobbers, deal- 
ers and because of the 
ignorance and weakness of a very 
small minority that succeed in the 
abnormal lowering of prices with con- 
sequent lowering of standards of 
quality, service and general efficiency. 

“Contractors make unreasonably 
and unnecessarily low bids on con- 
struction work because of carelessness 
in estimating, lack of knowledge of 
overhead, fear of underbidding by a 
competitor or a desire to secure more 


contractors 


than a reasonable share of the avail- 
able business, even though it puts too 
great a strain on their capital and 
weakens their borrowing capacity at 
bank and also their credit standing. 
Frequently, as a result, a high stand- 
ard of construction work is aban- 
doned, cheaper and inferior supplies 
are used and such contractors get into 
financial difficulties and are classed as 
‘slow pay’ by the jobbers. The bet- 
ter class contractors are often forced 
by such conditions to fall into line 
and adopt the same methods in spite 
of the fact they know the ultimate re- 
sult is ruinous and destructive. 
“There are now many ways in 
which to overcome the unsatisfactory 
conditions which prevail if the proper 
corrective measures are taken. 
“Credit men should refuse credit 
to contractors that are ‘slow pay’ as 
a result of making bids too low, care- 
less estimating, failure to install 
proper book-keeping systems and the 
lack of the principal qualifications 





























necessary for the operation of a suc- 
Credit 
men can do a vitally necessary and 
constructive work if they will protect 
the better class contractors from the 
destructive competition of contractors 
that have no moral right to be in 
The better class 
tors have a right and should emphatic- 
ally insist, as a body, that the credit 


cessful contracting business. 


business. contrac- 


men give them the protection to which 
they are entitled. It is morally wrong 
for credit men to give ‘slow pay’ 
contractors an opportunity to com- 
pete with contractors that are prompt 
pay and that have all of the necessary 
qualifications for conducting a profit- 
able business along constructive lines. 

“Salesmen can also help to improve 
conditions for the contracting branch 
of the industry by soliciting orders 
from the better class contractors that 
are known to be prompt pay. These 
contractors have a moral right to ask 
all salesmen from whom they buy 
materials to discontinue soliciting 
business from ‘slow pay’ contractors 
that do not maintain high standards 
and that do not have the proper qual- 
ifications for the operation of a suc- 
cessful contracting business. 


“There is a decided tendency on 
the part of electrical supply jobbers 
to buy on a price basis instead of a 
quality and service basis. ‘This policy 
is forcing many manufacturers to 
cheapen their product and lower their 
standards to meet an inferior class of 
competition. This is a condition 
which can be eliminated by a higher 
class of salesmanship and by con 
certed effort on the part of the better 
class jobbers. Practically all jobbers 
are too quick to take advantage of 
cut prices or confidential price ar 
rangements which they assume places 
them at an advantage over their 
brother jobbers. It is practically im 
possible for any jobber to enjoy « 
cut price for an appreciable lengtli 
of time as a ‘leak’ soon occurs and 
as a result the ‘cut’ price is soon 
established as the standard price by 
all manufacturers. This process is 
sometimes repeated until prices ar 
established at an extremely low level 
representing no profit to the manufac- 
turers and sometimes an actual loss. 
Those familiar with a number oi 
prominent lines know this to be an 
actual fact. } 

“What good reason has any jobber 











Any customer successfully resisting the sales talk of these men and the looks of 
the ladies would have to be deaf and blind. Retail force of the Electric Sales Co.. 


Columbus, Ohio. 


Left to right: P. J. Hunter; H. I. Brown; H. G. McClurg, Eurek« 


representative with his assistant, Miss D. O. Little, (who does a whole lot, however) : 


M. W. Uberroth; Miss Kunzi, and Mrs. Shaffer. 
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Here Is 


Saal 


the New “4-in-1” Cieie-st 


for 7/32-inch Alphaduct 


i/—another step forward in 
Alphaduct Service to our Jobbers 
and Electrical Contractors. 

‘Now one sturdy shipping car- 
ton contains four regular cartons 
each (as heretofore) containing 


250 feet of ALPHADUCT. 


“This adds a great deal to con- 
venience in stocking by the job- 





Jersey City, 


ALPHADUCT 


COMPANY 


ber. It facilitates reshipment of 
orders covering one or more 250 
foot lengths. 


‘|. You already know the unusu- 
ally good qualities of ALPHA- 
DUCT—we can’t see where we 
can improve it but we did im- 
_ the carton for your bene- 






New Jersey 
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Comfort and Utility 
These Climbers Have 
Never Been 
Surpassed 


“6 ED DEVIL” Climbers 

have been popularized 
by particular linemen who de- 
mand extreme com- 









fort and_ utility 
combined with 
safety. Standard 
equipment of the 
leading _ railroads, 
light and power 
companies. 


The 253 Standard Eastern Pattern 
Climbers made with solid loops and 
a Straight, medium point spur, 
welded and riveted on. Sizes, 15 to 
18 inches, by 1% inch. 


“Red Devil” Tools comprise a com- 
plete line of Plers, Connectors, Ha- 
Clamps, Buffalo Grips, Line- 
men's Tool Belts and Straps, ete. 
National advertising makes them ecasy- 
selling tools. 


TENS” 


Send for Trade Prices and 
Electrician’s Tool Booklet 


SMITH & HEMENWAY CO., Inc. 


Manufacturers of “‘Red Devil’’ 
Electrical Hand Tools 


266 Broadway New York, N. Y. 


Sell him “Red Devils’ 














Electrical Supplies 








for fostering a condition of this kind? 
The in the 
maintenance of prices which mean an 
abnormal profit but all branches of 


writer does not believe 


any industry will suffer and deterio- 
rate if destructive price competition is 
carried too far. All jobbers, of 
course, desire to buy at prices which 
are as low as those enjoyed by other 
jobbers but taking advantage of a cut 
price offered by a week-kneed sales- 
man does not give any jobber an ad- 
vantage over other jobbers because 
practically all manufacturers in any 
line will immediately meet such cut 
prices and all jobbers are again im- 
mediately on the same price basis. 
“But what has happened in _ the 
The 


jobber’s stock and the material of 


meantime ? material in every 
every manufacturer is immediately de- 
preciated to the extent of the cut 
price offered and accepted by one or 
Manufacturers that 
permit their salesmen to cut prices 


without provocation or without good 


more jobbers. 


economic reasons are a detriment to 
the industry and should be discour- 
aged by every jobber that has the 
good of the industry at heart. Any 
manufacturer that makes cut prices 
without provocation or without good 
economic reasons either has an infer- 
ior product or an inferior, insipid 
sales organization. 

“The jobbers as a whole should 
have a greater regard for each other 
and should discourage the practice of 
price cutting by salesmen who can- 
not get orders in any other way. A 
jobber that accepts a cut price not 
only depreciates the value of his own 
stock but also depreciates the value 
of all material carried in stock by all 
other jobbers throughout the country. 
This is decidedly not co-operation or 
in accordance with the ethics adopted 
by the jobbers. On the surface it is 
‘fine business’ for the jobber that ac- 
cepts the cut price and encourages the 
price cutting salesman, but economic- 
ally and ultimately it is destructive 
in result. Can any jobber fail to 
understand this or fail to apply the 
remedy? 

“Manufacturers can also do much 
to overcome these unsatisfactory con- 
ditions by constructive co-operation 
and educational propaganda. There 
is a tendency at times to ‘freeze out’ 





the new manufacturers that are con- 
stantly entering the field. As a rule 
a newly organized manufacturing 
concern will sell under market prices 
but even so, such manufacturers can- 
not secure more than a small share 
of the available business. When the 
older manufacturers meet the lower 
prices of the newly organized manu- 
facturers the condition 
rected because the latter will invari- 
The 


realize 


is not cor- 


ably make still lower prices. 
older manufacturers should 
that there is room for all and business 
enough for all if a concerted educa- 
tional program is fostered to promote 
more complete electrical installations. 
The contractors must be educated to 
do better work and more complete 
work, 
lations are incomplete and the ma- 
jority of the contractors seem in- 
clined to ‘skin’ the jobs rather than 
persuade architects and owners of 
the advantages of complete and ela- 
borate wiring installations. If every 
wiring installation were complete, 
practically all factories would have 
to work double turn to keep up with 
the demand for material. 


The majority of wiring instal- 


“A considerable number of manu- 
facturers afflicted with 
and if such 
salesmen were promptly eliminated 


are also 


weak-kneed salesmen, 
from the industry great good would 
result. Too many salesmen are prone 
to accuse other manufacturers of cut- 
ting prices because orders are not 
handed to them on silver platters. 
There should be a greater degree of 
confidence between manufacturers and 
the reports of salesmen should be dis- 
counted when they continually offer 
the story of cut prices as an excuse 
for failure to secure orders. 


“The contractor is the back bone 
of the electrical industry and _ all 
branches should co-operate in the 


work of encouraging the better class 
contractors to do good work at a rea- 
sonable profit and to discourage the 
contractors that are not progressive 
and that are intentionally or unin- 
tentionally instrumental in lowering 
standards of construction and stand- 
ards of quality of wiring materials. 
Reasonable profits for all branches of 
the industry makes it possible to main- 
tain high standards of material, ser- 


, 


vice and construction.’ 
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All these are waiting for outlets 


Almost every electrical appliance sold by a dealer means 
an extra outlet needed, for most homes are inadequately 
provided with outlets. 


Why not explain to your customers the opportunity that 
this condition affords for selling Hubbell Pull Chain Te 
Taps, and for increasing the sale of current-consuming 
devices. 


Hubbell Te Taps are made with the double Te-Slois 
which take all standard caps. The pull chain control of 
the light is entirely independent of the power outlet. 


Write to us for circulars showing the whole Te Tap line. 


HARVEY HUBBELL 


ELECTRICAL W2RING DEVICES 


BRIDGEPORT CONN, U.S.A. 


Which means you cam sell Hubbell Te Taps 

















LECTRICAL WIRING DEVICES 
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PORCELAIN 














PERMANENCE 














To the point 


HIS is the first of a series of adver- 

tisements directed to the electrical 

industry on the Electrical Porcelain 
situation. 


Our advertising claims wiil be con- 
servative! 


We shall underestimate rather than 
overestimate, but we're going to hit 
‘*on all six!’’ 


Insulations come and go. A few come, 
and go on! Porcelain for example. It 
was the pioneer insulation. It is the 
most dependable insulation today. It 
is the utmost in insulation. 


Our statements may be disputed, but 
they cannot be disproved! They may 
be challenged, but not with success. 

















PORCELAIN 
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Do you need a 


new viewpoint? 


NE of the greatest mis- 
takes a successful indus- 
try can make, is to lose 

the focus on the standards by 
which its success was achieved. 


Substitutes are devised, either for 
the purpose of economy in first 
cost: (rin an attempt to expand 
production. Occasionally these 
attempts are tolerated — very 
often they spell scientific decay ! 


ls your viewpoint correct? 


Are you using the x-ray of dis- 
cretion on the substitutes for 
Electrical Porcelain that are 
trying to leak into an already 
established industry ? 


Do you visualize the fact that the 
prestige of electrical science is 
dependent upon the kind of in- 
sulation that gives permanent 
service? Electrical Porcelain is 
the only insulation that can give 
this kind of service! 


We are not building hovels—we 
are building HOMES. We are 
not building just places to work 
in—we are building ** Cathedrals 
of Industry.” 


PERMANENCE is the watch- 
word of to-day, 


ELECTRICAL PORCELAIN is 


the watchword of Permanence! 





—is PERMANENT 
—is DEPENDABLE 


—is ECONOMICAL 
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Increase Your Business 


And Your Dealers’ Too! 


With the Steel City Line 
Trade is built bigger and 
better. Year by year job- 
ber stocks become larger 
with more frequent turn- 
overs and more profits. 





























Steel City Conduit Fit- 
tings give the utmost in 
satisfactory service. Con- 
tractors find them best 
for the job with substan- 
tial saving of labor. 


Steel City Products are 
of the highest quality. 
Large stocks are carried 
in the principal distri- 
bution centersand a con- 
scientious desire to serve 
insures prompt deliveries 
to your trade. 


Sell your contractors 
Steel City Products and 
watch your sales grow— 
order by order. 


Write for your copy of 
our new Catalog No. 34—F 


Steel City € » Clectric a 


PITTSBURGH PENNSYLVANIA 

















Electrical 
Supplies 








Elmer Shepard and the National 
- Credit Association 


Elmer W. Shepard, general credit 


| manager of the Western Electric Co., 


| 


who was elected president of the Na- 
tional Electrical Credit Association at 


| the convention in Boston on August 


9 and 10, heads an administration 


| which begins the second quarter- 


century of cooperative credit protec- 
tion in the industry through the As- 


| sociation. 


Mr. Shepard has been associated 
with Western Electric Co. since 1906 








Elmer W. Shepard 


when he entered the auditing depart- 
ment at Chicago. From 1908-1911 


| he was in the Indianapolis auditing 


department. He became credit man- 
ager at Cleveland in 1913 and was 
appointed general credit manager in 
1918. Prior to his Western Electric 
career, Mr. Shepard had risen from 
the rank of office boy with the Chi 
cago Great Western Railroad Co. to 
that of bank messenger and teller in 
Chicago. The new President of the 
electrical credit men was born in 
Winona, Minn. 

The major thought of the Boston 


| convention involved the opportunit) 


of the credit men to help electrical 
contractors and dealers to ‘becom: 
better business men. The Associa 


| tion has a membership of between 
} 


| 700 and 800 electrical jobbers and 


manufacturers. 
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That Something About 





Which Users Like Is 
QUALITY 








DURABILT PRODUCTS 


DURADUCT 


Non-Metallic Conduit 


DURACORD 


Heavy Duty Portable Cords 


DURAFLEX 


Armored Conductor 


DURAWIRE : 


Rubber Covered Wire and 
Flexible Cords 


Tubular Woven Fabric Co. 
Pawtucket, R. I. 
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Look for the “BX” mark 
every few inches along 
the armoring, it may save 
you some costly “come- 
backs ”’, 








There is no longer any 
need of accepting inferior 
imitation for genuine “BX”. 


This “BX” identification 
mark will hereafter pro- 
tect you on all purchases 
of armored conductors. 






ague General Electric Company 


Merchandise Dept. Bridgeport, Conn. 


SP 


Conduit Products 


GENERAL ELECTRIC 
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oe te-Tube Portable wi Pens ma 
Cwreuit $e see. 


Three Months More 


For three more months—just at the 
height of the so-called radio “season’’, 
when favorable atmospheric conditions 
produce thousands of new radio set 
owners each month—Tungar advertising 
will appear in six of the leading papers 
reaching radio fans. 


Tie-up posters, window trim material 
and other sales helps are available. Last 
season G-E factories were unable to 
supply the demand for Tungar Battery 
Chargers. Order now and be sure your 
dealers have stock for winter sales. 
Remember, too, that in winter Tungar 
is the automobile battery’s best friend. 














General Electric Company 


Merchandise Department 
Bridgeport, Conn. 


GENERAL ELECTRIC 


The nearest G-E distributor can supply you 
and furnish sales helps 
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Effective Stunt in Connection 
With Fourth Anniversary 


Here is a circular designed to help 
put over the Electrical Wedding An- 
niversary idea. This is a four-side 
circular, with center fold, to fit the 
ordinary envelope. On the outside 
front is the legend 

“Four Years Married— 
Ain’t We Got Fun?” 

Inside is the announcement of the 
Fourth Anniversary being created 
Electrical, followed by a list of all 
anniversaries with the fourth brought 
out strongly over the rest. 

Below is a reproduction of the two 
It will be noted that 


the right inside page bears a short 


inside pages. 
boost for the industry with a list of 
gift suggestions. 

The outside back can be used for 
the imprint or advertisement of the 
jobber or dealer using these circu- 
lars. Of course, the design can be 
changed to suit individual tastes. 


I have already had this design ac- 
cepted ‘“‘as is” by the Manhattan 
Electrical Supply Co., St. Louis, who 
is using these circulars successfully 


” 


in connection with a sign in the win- 
dow, which is shown below in type. 
Of course the sign itself should be of 


conspicuous size, well lettered. 





Important Announcement 


If you have friends about to 
celebrate their Fourth WVed- 
_ ding Anniversary, the approp- 
iate gift is “Something Electrical” 
STEP IN AND GET A FREE 


LIST OF ALL WEDDING 
ANNIVERSARIES 











Jobbers and dealers can get good 


advertising out of this stunt and 


stimulate interest. 


Duke SmMiru. 





IMPORTANT 
ANNOUNCEMENT 


If you have friends about 
to celebrate their 


Fourth Wedding Anniversary 


the appropriate Bift is 


SOMETHING ELECTRICAL 


List of Wedding, Anniversaries 


First........ Cotton 
Second Paper 
Third Leather 
FOURTH ELECTRICAL 
Fifth Wooden 
Seventh Woolen 
Tenth Tin 
Twelfth Silk and Fine Linen 
Fifteenth Crystal 
Twentieth China 
Twenty-fifth Silver 
Thirtieth Pearl 
Fortieth Ruby 
Fiftieth Golden 
Seventy-fifth Diamond 





Over The Top !!!! 


With a capitalization of over 
$14,000,000,000, second only to the 
railroads, the Electrical Business is 
rushin}, towards First Place. Why? 


Because Electricity is the preat- 
est single factor today in humancom- 
fort, progress and efficiency. Con- 
sidering, the Bigantic load of drudgery 
it has lifted from the backs of our 
people, it is only natural that not to 
use Electrical Appliances today is 
to be a “Back Number.” 


Electrical Gift Suggestions 


Radio Ranges 
Washing Machines Ironers 
Sewing, Machines Fans 
Vacuum Cleaners Flatirons 
Curling Irons Percolators 
Toasters Waffle Irons 
Grills Hot Plates 
Milk Warmers Ovens 
Water Heaters Dish washers 
Heating Pads Hair Dryers 
Vibrators Violet Ray 
Table Lamps Floor Lamps 








Inside Facing Pages of Fourth Anniversary Circular 




















































Pointers on Planning and Run- 
ning Exhibits 
By CLAIR W. STILLE 
Sales Representative, Pittsburgh 

HIS is the beginning of the sea- 
: oo for exhibits and shows of one 
kind or another in almost every city 
of fair size. Electrical dealers are 
frequently exhibitors at these affairs. 
And almost as frequently they are at 
loss how to utilize the space to the 
best advantage or to make direct sales 
out of it. 

Most jobbers salesmen at intervals 
come upon such a dealer who is in a 
state of perplexity over this question. 
It is just as well at such times to be 
fortified with some really helpful sug- 
gestions. 

There are certain fundamental fac- 
ters that are basic and should be ob- 
served if the greatest value is to be 
derived from an exhibit. These fac- 
tors in their order of consideration 
are: 

1. Location of exhibit. 

2. Presentation of exhibited arti- 
cles to the public. 

3. Advertising to the public. 

4. Detailed demonstration. 

5. Direct sales. 

The location of the exhibit. This 
should be carefully selected with two 
main ideas in mind. First, get on th 
main thoroughfare where the greatest 
possible number of people must see 
the exhibit, but avoid the “jamming” 
point where a collected crowd of peo- 
ple might impede the general trend 
of the moving crowds. Second, get 
space that offers the most available 
open space where the article or arti- 
cles to be exhibited may be seen from 
the most possible points—each foot of 
“visible space” is worth money. 

Presentation of exhibited articles to 
the public is one of the hardest fac 
tors to deal with is the general layout 
of the exhibit itself. 
vestigation of three industrial shows. 


In a recent in- 


approximately 75 per cent of the ex- 
hibitors made no apparent effort to 
the public the 
should see or know about the articles 
exhibited. 


show what public 
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GENBRAL ELEC] 
MOTORS 











%/T will interest you to know that we are receiving every | 
day from the Big HEMCO Slogan Contest, hundreds of 
return cards from dealers’ customers. Never was a con- 
test more enthusiastically received or the response in sales 
more gratifying. We urge you to-tell your salesmen to get be- 
hind this contest. They will interest more of your dealers. 
That will mean more customers interested, more dealer sales 
and more business for you. 





Free display materials will be sent direct 
to any of your dealers on request. 


GEORGE RICHARDS & COMPANY 
557 W. Monroe St. Chicago, Ill. 
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“Guardians of 





The Switch of the Year! 


This motor starting switch with overload protection, 
under voltage release and protection against single 
phase operation meets every requirement for a real 
motor starting switch, and its initial cost is small. 


As the overload relays reset themselves there is noth- 


ing to renew. 


The relay, switch and motor consist of one unit. This 
switch will be the biggest seller of the year. No sales- 
man wants to fail to understand this line and push it. 


Full information available. 








The Trumbull Electric Manufacturing Co. | 
Plainville, Conn. 


Atlanta Chicago 
Boston 2001 W. Pershing Rd. 


San Francisco, 595 Mission St. 


New York 


114 Liberty St. Philadelphia 


THE INDUSTRIAL STANDARD FOR MORE THAN 20 YEARS 


“Guardians of Electric Service” 


Electric Service” ss} 
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Appliances 








Three main points must be brought 
out that can be seen at one “glance 
from the passing public—the name of 


| the article, the purpose of the article, 


the article itself. 
Keep in mind when developing the 


_ layout of an exhibit that about 80 per 
| cent of the appeal must be made 
| through the eye. 


Advertising to the public. In a 


| general way this means passing out 
| circulars that tell the story in printed 


form, which may be taken home by the 
public and read at leisure. There 
should be one person in the booth to 
pass out circulars and answer any 


| questions that may be asked relative 


to the article exhibited. This factor 
should never be overlooked or slighted 
for many potential prospects are de- 
veloped in the home after the article 
has been seen at the show and the in- 
formation given in the circular has 
been read in the home. 

Another factor often used to get the 
public’s attention is the giving away 
of an article to the holder of a lucky 
number if he places his name and ad- 
dress on a card which is numbered— 
the person writing the name holds the 
corresponding number on a stub. The 
lucky number is selected by a non- 
interested person at the close of the 
exhibition. 

This stunt always creates a certain 
degree of interest and if properly 
managed is the means of getting the 
names of good prospects—besides the 
advertising value it has. 

Detailed demonstration. 


It should 





Allow us to present four friends from 
the Western Electric Co., Youngstown, 
Ohio. Left to right: C. A. Strouse, man- 
ager; R. C. Clenton, salesman; Joe Kriz- 
ansic, warehouse foreman and Miss Mae 
Long, cashier. 





ANNOUNCEMENT 


To the Electrical Industry: 


WING to the widespread interest manifested in RomeX 
and the many questions asked as to when RomeX wire 
will be available, I feel that this announcement is due. 

After a year’s experimental work, our Company has developed 
RomeX, a new non-metallic cable, and the machinery for its manu- 
facture. We made many exhaustive tests before we determined the 
construction of this cable. The Electrical Testing Laboratories of 
New York carried on a very comprehensive series of tests on 
RomeX, the results of which demonstrated that RomeX wire pos- 
sesses qualities which should unquestionably fill a wide range of uses 
in the electrical industry. 

Believing that the Underwriters’ Laboratories and the Committee 
on New Development of the N. F. P. A. form an essential safeguard 
to the electrical industry and that their impartial study of new de- 
velopments and changes in the electrical industry should be an aid 
to progress along safe, sane lines, we have co-operated with them to 
the fullest extent and on April 25th presented to each member of 
the Committee a copy of the tests made by the Electrical Testing 
Laboratories. The Committee considered RomeX at their meeting 
on June 18th, at which time they decided to hold a public hearing 
(on RomeX) in New York City on July 17th. At that meeting 
Chairman Dana Pierce, explained the reason for the organization of 
the Committee on New Development by stating that it was “an 
attempt on the part of the Electrical Committee of the N. F. P. A. 
to meet the vicious circle of no use until material is approved and 
no approval until material is used”. ‘The Committee is now con- 
sidering the granting of approval to RomeX for field trials. 

Although we are at present manufacturing RomeX wire, we 
have determined to make no attempt to sell this product until the 
Committee on New Development has had ample time to reach a 
decision. 

We thank our many friends who have expressed such a keen 
interest in RomeX and we are confident that we shall soon be able 
to meet the insistent demands in the trade for a superior cable that 
will give economy without any lowering of code standards. 


Cordially yours 


ROME WIRE COMPANY 


President. 





The new non-metallic armored cable 


OMEX Cable has been designed to meet the insistent demand for a high grade 
but less expensive material for the wiring of frame buildings in those districts where 
“metal construction” is not required. 


RomeX Cable is in no sense an experiment or a freak material but is built upon the same 
proven fundamentals as those upon which the National Electrical Code and the inside 
wiring industry are founded,—namely, dependable insulation plus mechanical strength and 
wearing qualities under all conditions. 


Shasie is the way in which RomeX Cable is formed and the answer to its remarkable 
su per-qualities : 


Its copper conductors are made from wire bar to finished wire in 
the mills of the Rome Wire Company and are covered with a 
standard code insulation of rubber. 


Before the usual code braid is applied this rubber covered wire 
is stoutly reinforced with a tight sheath of unusually tough kraft 
paper tape. 


POS SNS (AA AAR RAO S535 € SERRE S CSCS CELE . . . . ce . 
DIOP DOP IPI DDD SDD "yy SSS IID Ppypyry) . This reinforced conductor is then braided and finished with a clean, 


fire-and moisture-resistant compound, so that even when stripped back 
to this braid at outlets RomeX is not robbed of its super-insulation, 
its sturdy reinforcement or its fire- and moisture-proof qualities — 
a typical RomeX feature found in no other material. 


As a further reinforcement and to add to its exceptional mechanical 
and electrical strength, a second closely wrapped jacket of tough kraft 
tape is applied and finished with a second compound that again seals 
the rubber ‘heart of cable’? away from the heat and moisture that 
attack and gradually destroy the rubber of all similar cables. 


Lastly, two of the sturdy cables so formed are gathered under a 
heavy braid of fire-proofed and moisture-proofed cotton and further 
reinforced with husky filler cords to make the neat, battleship 
grey cable that has: 


Stood the Tests! 


Long betore it was submitted to the Underwriters, RomeX tests—conducted in the famous Electrical Testing 
Cable was forced to measure up to an exacting series of tests Laboratories of New York—vwith flying colors 
designed to reproduce the most extreme conditions which it and proved its value as a new and vital factor 
could possibly meet in actual practice. in the electrical industry bevond the shadow 

RomeX passed each and every one of these severe of a doubt. 


Use the Coupon if you wish to be 
kept fully informed about RomeX 





TESTS: Here are a few facts 
together with unretouched photos 
covering the Electrical ‘Testing 
Laboratories tests of RomeX 
Cable. Form your own conclu- 
sions as to its qualities, 


BLOW RESISTANCE: Damaged so little by 75 
ft.lb. blow that conductor test to“ground” at impact 
point showed 24,800 volts breakdown strength. 


FIRE RESISTANCE: No flame ng aed ER . Beal MOISTURE RESISTANCE: 
—no sparks—only slightly charred ' le . en = Wrapped on *s” gas pipe, water 
outside braid after five 15 second a ae Te meen §=soaked for 24 hours, over 32,000 
exposures to blow torch flame. _ ere ; volts required to puncture. 


NAIL RESISTANCE: Many attempts to “short” with nails unsuccessful. 
Of 18 attempts only two nails made contact with one conductor. 





CRUSHING RESISTANCE: Sustainedtwo ton TENSILE STRENGTH: A steady, constant pull 
load, showing pressure point breakdown resist- of 390 pounds required to fracture the sturdy, 
ance of 25,500 volts, pel canes to “ground” four ply RomeX armoring 


Use the Coupon if you wish to be 
kept fully informed about RomeX 








a long step forward in wiring practice 


A Billion Dollars Worth of Wiring— 


The August issue of “The Electragist”’ estimates that it will require 
at least a billion dollars to wire for light alone the two thirds of our 
American homes which are now not wired at all. 


Countless competent investigators agree that a saving of even 10% 
in wiring costs would release a very large percentage of this billion 
dollars worth of wiring. 


Installation Cost Much Less— 


If this is true RomeX Cable with its low first cost, low transpor- 
tation cost and ease of installation means much to the electrical 
industry and to every home owner in America, for RomeX Cable 
will effect a saving of more than 10% on any wiring job where it 
can be used. 


Backed By a National Reputation— 


RomeX Cable is backed by the nationally known resources of the 
three great mills of the Rome Wire Company. No better guarantee 
of its remarkable qualities or its honest construction can be offered 
the industry than its production under the Rome Wire Company’s 
brand. 








USE THE COUPON 


To be sure your name will not be overlooked in 
the subsequent distribution of price data and other 


important bulletin matter use the coupon NOW! 




















ROME WIRE COMPANY 


Principle Mills and 
Diamond Mills Executive Offices Atlantic Mills 


BUFFALO, N. Y. ROME, NEW YORK STAMFORD, CONN. 


Copper Rod Fixture Wire Magnet Wires 

Trolley Wire Heater Cords Telephone Wire 

Bare Copper Wire Flexible Cords Lead Covered Cable 

Weatherproof Wire Rubber Covered Wire Mining Machine Cable 
Super Service Cords and Cables Automobile Cable 
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always be to the point—work out a 
plan in a routine order that brings 
out all the possibilities of the article 
keeping in mind what a_ prospect 
would want to know about the article 
if he were about to purchase it. With 
this in mind, when a demonstrator is 


giving a demonstration to a crowd he 


is actually selling the machine with 
its possibilities to the persons in the 
crowd who may be logical prospects 
for that kind of an article. The 
demonstrator should thoroughly un- 


derstand his article and demonstrate | 


with a salesman’s tact and ability. 
The salesman demonstrator 
readily pick out the persons from the 


can | 


crowd who are really interested, get | 


their names and addresses and ar- 


range for a home demonstration at | 


a later date. 
method that has proved its worth. 

Direct sales. Sales made at the ex- 
hibit are made by a salesman who 
works with the demonstrator. While 


the crowd watches the demonstration 


the salesman asks the crowd if there | 


This is a_ practical | 


are any particular points any person | 


would like to know. As a rule only 


the interested persons ask questions. | 


In a recent exhibition sales 
made directly by this method. 


were 





‘CANADIAN GENGBAL 
FLECTRIC COMPANY 








If you are ever in Vancouver, B. C., and 
have the good fortune to meet S. E. H. 
Smith, you will discover one of the rea- 
sons why the Vancouver people are known 
for their courtesy and hospitality. Smith 
is salesman with the Canadian G. E. Co., 
Ltd., at Vancouver. 











Contractors Call It a Winner 











Patents Pending 
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Candle Pull Socket 


An unusual value found in this candle 
pull. The nipple yoke is open at one 
Chain is 
readily detachable and new style de- 
tachable ball is furnished. Chain and 


ball have silver lustre finish. 


side to speed up wiring. 


Pkg. Wght. 


12 Ibs. 


Carton 


10 


List Each 


a 


Car. No. 


90 


Std. Pkg. 


50 


The catalog description tells only part of the story of the 


Levolier Candle 


Pull Socket. Gives the 


It is handsome. 


dealer and consumer the best value at a reasonable price. 


Made Right 
Easily Wired 
Standard Length 


Never Gets Out of Order 


The LEVOLIER has everything in its favor 


to recommend it. 





NEWS NOTE: 


Electrical Papers are carrying the message of the 
Levolier Candle Pull Socket to the trade this month. 
We are offering to send a free sample to dealers. 
This offer holds good for any of your dealers. Have 
them write for sample. 





Heavy Dury Pur Sockers 
Heavy Duty Put HusKs 
Comourr Box ano Fixtung 
Swircnes 
in-Berween Switcnes 
Fuse Leven Switcres 
Fuse Pu Switcnes 
Canory Switcn Hickay 
















Electrical Specialties of Quality 






| PECGILL|: 


MANUFACTURING CO. 












ESTABLISHED 1904 


VALPARAISO - INDIANA 
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Making Better Merchants of Electrical Dealers 


Results Obtained by Over 1000 Jobbers’ Salesmen 


in the Four Star Contest 


By E. D. STRYKER 





Merchandising Specialist, National Lamp Works 


GREAT force has been put to 
work the distributive 
system of the electrical industry. It 


has already proven its effectiveness, 


in retail 


and because it is fundamentally sound 
it will certainly continue to produce 
results. 

The Four Star Contest, described 
in the April issue of The Josser’s 
SALESMAN, is over. Asa result, more 
than a thousand jobbers’ salesmen 
have demonstrated quite clearly that 
they are the greatest single factor 
in the industry from the standpoint 
of creating aggressive, merchandising 
dealers, to the mutual profit of them- 
selves, the dealers, the house and the 
manufacturer. 

In September and October of last 
vear, the National Lamp Works con- 
ducted, through an_ unbiased, in- 
dependent organization especially or- 
a thorough 
A” Or 
dealer, agency business, which showed 
that the retailers who were being ap- 
pointed as Mazda lamp agents were 
not in a strict sense of the word, good 


merchandisers, either of lamps or of 


ganized for this work, 


cross-section survey of their 


any other lines. 

An analysis of this survey showed 
that a great deal could be done by 
jobber-agents’ salesmen to improve 
these conditions, for these salesmen 
are most frequently in contact with 
retailers and stand in such relation to 
them that suggestions 


should be quite readily accepted. 


advice and 
Further analysis of the survey in- 
dicated that a program of constructive 


development could only be accom- 


plished by making better merchants 
of the retailers in the industry, and 
that there were four things which 





every retailer could do to develop his 


business. ‘These were the Four Stars 
of the Contest :— 

Star 1. To sell with show win- 
dows. 

Star 2. To sell with store interior 
display. 

Star 3. To sell by talking the 


merchandise. 
Star 4. 
the store for business that would not 


To sell by going outside 
come in. 

The the 
pivotal point in the activity, the bene- 
fits of which should be felt not only 
by the National Lamp Works, but by 
other manufacturers, by jobbers, and 
by the More 
than 228 jobber-agents entered more 
than 1000 salesmen, of whom 250 won 
prizes for selling the retailers on ap- 
plying the four fundamentals of good 
to their own lamp 


jobber’s salesman was 


retailers themselves. 


merchandising 
business. 

At the close of the contest, the job- 
bers’ salesmen sent in written reports 
on the retailers with whom they had 
been working. These have been ana- 
lyzed and compared with the corre- 
sponding figures determined, in the 
cross-section The results 
show, to how great an extent condi- 
tions have been improved, and they 
show, too, that the effect of this effort 
has already had a very material ef- 


survey. 


fect upon sales. 

Comparing the situation in Sep- 
tember and October, 1922, and in May, 
1923, the distribution of Mazda lamp 
agency business by type is as. follows: 


1922 19238 
Survey Survey 
Electrical ..................50.9% ATA 
FAarGware ..........:...-.: 27.7% 23.6% 
iS eee 21.5% 29.0% 


A classification according to the size 


of lamp contract basis is a follows: 


1922 1923 
Survey Survey 
Probationary ............ 16.5% 16.4% 
$150 and $300............ 31.5% 33.9% 
tae aee 21.6% 20.1% 
: eee. 17.2% 16.3% 
eae 13.8% 13.0% 
Show Windows and Store Exterior 


In the “A” agency survey of 1922, 
only 31 per cent of the agents had a 
sign on the outside of their stores to 
mark them as a place to buy National 
Mazda lamps. Of the agents actively 
worked on and reported on by jobber 
agents’ salesmen in the Four Star 
Campaign, 85 per cent had such a 
sign by June 1, 1923. 

In the 1922 survey, only 27 per 
cent put in a lamp window trim as 
frequently as once a month; whereas 
during the Campaign it was found 
that 67 per cent had adopted this 
method of selling and found it profit- 
able. 

To be consistent, a lighting mer- 
chant should light his show-windows 
properly. The effort put forth in the 
Campaign raised the number of lamp 
agents who have the equivalent of 
100-watts per running foot in good re- 
flectors from 35 per cent to 68 per 
cent. 

Store Interior 

Similarly, the lighting merchant 
should install good lighting in his own 
store. The 1922 survey showed only 
48 per cent with the equivalent of 
20-watts on 10 ft. centers in good fix- 
tures. The Campaign increased this 
number to 61 per cent by June 1, 
1923. 

The proper display of shelf stock 
is an important factor in selling. The 
1922 survey showed that 67 per cent 
had their lamp stock in the front or 
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Tork Policy 


Is Sales Insurance 


By A. Torx Crock 


HERE is so much preaching in 
the market place that I would 


hesitate to take up any of your time’ 


if it were not necessary. At any rate, 
let's stick to what matters. 

I am simply one of those things 
that people can't get along without 
any longer. I mean, of course, people 
whoare in business. Your customers. 


(Have you any customers who are 


not in business?) 


My Good Effects 


1—A dealer sold one Tork Clock, 
bought two to get the best price, 
put the extra one in the window 
with a large poster of one of my 
Saturday Evening Post advertisements 
and sold four more the first week. 

—Another dealer thought the 
best way to demonstrate the second 
Tork Clock was to connect it up to 

handle his own win- 





If you don’t know 
what I do for a liv- 
ing, look like, sell 
for and so on, ask 
your sales manager 
because I have some- 
thing else to talk 
about here. 


Gross Profits 


When I come into 
your warchouse in 
lots of ten of a size, 
all’s right with the 








dow lights. He soon 
found that regular 
window lighting at- 
tracted more trade, 
so the second Tork 
Clock had a perma- 
nent job and was 
used as a demonstra- 
tion sample as well. 


Some New Customers 


Tork Clocks are 
sold only through 
jobber distributors. 








world so far as your 
opportunities for profit are con- 
cerned. Ten Tork Clocks are a 
standard package and when uncrated 
consist of five cartons, each contain- 
ing two Tork Clocks. 

Why two? 

Well, it’s just a question of whether 
you like repeat business. You 
don’t need to worry about telling 
your customer about me, but when 
they ask you about me, here is some- 
thing you ought to know: 

Tork Clocks are packed in car- 
tons of two each, and cost less in 
unbroken cartons. The dealer who 
wants to buy a Tork Clock because 
he has sold one should buy two. 
Here is the kind of thing that is 
happening all the time. 


Wherever electric 
signs are sold or outdoor advertising 
is illuminated, there are customers 
for my distributors. 

I have no cut-and-dried plans for 
interrupting your good attention to 
the general turnover, but I am de- 
signed, built, sold and serviced in 
such a way that my jobber distrib- 
utor’s salesman should make money 
every time he runs across me. 

My four-page bulletin fits the 
standard price book, contains prices, 
ratings, shipping weights, complete 
illustrations, technical data and de- 
scription of uses. Ask your sales 
manager for it or address 


TORK COMPANY 
8 West 4oTu STREET, NEw York,N.Y. 
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Retail $15.00 
Co'or-Lite $3.50 





Merchants Need 
Flood-o-Lite, Jr. 


Merchants are seeking better lighting 
for display windows and Flood-O- 
Lite, Jr., the portable flood light with 
the silvered glass reflector gives it to 
them. Flood-O-Lite, Jr., can be 
moved from window to window, 
placed on the floor or mounted on 
the wall, so that its brilliant stream 
of light can be directed to the most 


effective point. 


Merchants and display managers 
quickly recognize the merits of this 
remarkable display lighting unit and 
electrical dealers are building up new 
business by demonstrating Flood-O- 
Lite, Jr., to them. There is a nation- 
wide field open for this product. Tell 
your dealers about it. Show them its 


possibilities. 


Reflector & Illuminating Co. 
575 W. Washington St. Chicago 


Salesman !-Mail this coupon today 


ALKA BBRRREREBESBEBREASBESRBDSEEEERE SES 


Reflector & Illuminating Co., 
575 W. Washington St., Chicago. 


I want to sell Flood-O-Lite, Jr., to my dealers. 
Please send me the complete dealers story by 
return mail. 


Name 


Address 








| Illumination 








‘center of their stores. By June 1, 
|1923, the activity raised this to 83 per 
‘cent. Further analysis of the figures 
shows that the gain was obtained in 
‘most cases by moving the shelf stock 
of lamps from the rear to the front. 
It also shows that while 16 per cent 
of the lamp agents in 1922 had their 
shelf stock so located that it was 
‘not visible to the customer, only 5 per 
lcent had stock not visible in June, 
11923. 

| When the 1922 survey was made 7 
‘per cent of the lamp agents were 
equipped with a demonstrator to show 
lamps lighted. The attractive new 
‘counter demonstrator, offered to the 
agent at a low price on a co-operative 
‘basis, plus the activity of the jobber 
agents’ salesmen in the Campaign in- 
icreased this to 51 per cent. 

| The survey of 1922 showed that 69 
‘per cent had some sort of advertising 
[material set up inside their store to 
‘remind customers of the fact that 
jlamps could be obtained there. At 
jthe close of the contest 94 per cent 
iwere using such material, and prac- 
tically all were using it to remind 
themselves to ask the customer to buy 
lamps as well as to remind the cus- 
tomer of his lamp needs. 


Outside Selling 


It has long seemed obvious that 
there is a considerable volume of busi- 
ness available for the lamp agent out- 
side of that which normally comes into 
his store. How to convinee the agent 
of this fact and persuade him that it 
om profitable for him to go out after 
such business was a problem solved 
by the jobber-agent’s salesman in the 
|Four Star Campaign. The 1922 
survey showed that only 17 per cent 


| 


| 








| 





of the agents showed any pretense of 
such sales effort. The figure on June, 
1, 1923, however, was 87 per cent. It 
tells its own story. 

The full effect of this activity on 
the lamp sales of the Mazda lamp 
agents cannot logically be expected to 
have been shown during the period of 
ithe contest. Because of the nature of 





_ ithe activity, sales results should be 


cumulative and should be evidenced 
after the educational work has had 
time to affect sales. However, grat- 
ifying results, which serve to establish 
the success of the activity, were shown 


in the sales of those dealers who be- 
came Four Star agents as nearly as 
May 1923, the last month of the con- 
test. Sales for this group of agents 
showed an increase of 23 per cent 
over the sales of the same group for 
May, 1922, while the average increase 
for all agents—those reached by the 
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Tabulation of Four Star Returns 


campaign and those not reached— in 
the same month was only 16 per cent. 
However, a large part of this 16 per 
cent was due to the work done by the 
jobber-agents’ salesmen in the Four 
Star activity; for the increase in 
agency sales for April, 1923, over 
April, 1922, was only 7 per cent. 
The real success of the Four Star 
Campaign is not to be found in the 
figures that have been given here. 
Nor have its greatest benefits been 
evidenced in a temporary effect which 
normally might be expected to hav 
reached a maximum at the Close of the 
contest. The valuable results which 
so far have only been indicated by 
the figures quoted, will be of much 
greater duration because the whole 
activity is based upon the fundamen 
tals of effective retail merchandising 
A large number of Mazda lamp agents 
are learning that it pays to be good 
merchandisers. The four funda 
mental principles are being applied 
to the other lines which they sell 
And they appreciate the lessons the) 
have learned. A voluminous file of 
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Ou 
should stock 


Jefferson Lamps 


Here are the reasons: 

In the December Ist issue of 
The Saturday Evening Post, 
we will inaugurate the biggest 
consumer advertising cam- 
paign ever undertaken by any 
lamp manufacturer. 


In the meantime, our 
greatly enlarged sales 
force will attempt to call 
upon every known lamp 
Buyer in the country. We 
bespeak for our salesmen 
a cordial reception and a 
modicum of your time. 
We will increase the demand 
for Jefferson Lamps, and will 
maintain that demand, by 
consistent national advertis- 
ing. Furthermore, we will re- 
fer all inquiries to our dealers, 
and will supply all the printed 
literature and other helps re- 
quired by a conscientious, 
systematic endeavor to move 
our dealers’ stocks. 





Jefferson Lamps are fur- 
nished in various sizes, 
styles and prices—but in 
only one quality; the 
highest. 


Send for our catalog—now 
—so as to conserve time 
when our salesman calls. 


Che 
Jepffersem Camyaxewy7 


Makers of the Jefferson Lamp 
FOLLANSBEE WEST VIRGINIA 
707 Main Street 













ortable Lamps | 





qe 


It illustrates—in actual 
colors—the entire line 
of Jefferson Table, Jun- 
ior, and Boudoir Lamps 
and Torchieres 
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Group of Representatives of the New England and Chicago 
Bryan-Marsh Divisions of the National Lamp Works of the 


correspondence from these agents to 
the jobber-agents clearly reveals their 


attitude. Every jobber-agent who 
entered the contest can measure his 


own results in terms of the effort his 
salesmen put into the activity. 

The contest is over, but the Four 
Star activities are here to stay, and 
new Four Star agents will be rec- 
ognized as rapidly as they qualify. 
Star 


awarded now to agents who were not 


Four certificates are being 


even entered in the contest. 


* * 
East Meets West at Nela Park 
“Augie” Meyer and his crowd 


from Chicago and A. W. Marcou and 
his crowd from Boston met at Camp 


Nela, Nela Park, Cleveland, the week - 


of August 5, for what was one of the 
largest gatherings ever held of Bryan- 
Marsh the 
Lamp Works. Bryan-Marsh repre- 


Divisions of National 
sentatives and customers—jobber and 
the 


present. 


executives—to 
100 


central station 


number of about were 


East Meets West in a Relay Race During the Bryan-Marsh 
At the Left in the Picture, Holding the Towel, is 


Games. 






The purpose of the conference was to 
discuss ways and means to improve 
merchandising conditions and meth- 
ods. 

A. W. Marcou, heading the New 
England Division be seen at 
about the center of the group photo- 
graph, with his hand resting on. the 
head of the front. <A. H. 
Meyer, head of the Chicago Division 


-an 


man in 


stands next to him on his right. 

In addition to the regular confer- 
ence work there was a good amount 
athletic 
about 
the 
the 


of play in the nature of 


events, in which honors were 


evenly divided. Chicago won 


baseball game and Boston won 


swimming relay event. 


The conference was concluded on 
the night of Friday, August 10, with 


a banquet at which R. M. Laird, 
president of the R. M. Laird Electric 
Co., Minneapolis, acted as toastmas- 
ter. On this occasion Dr. Charles 
W. Eaton, editor of “Light” was the 
principal speaker and had a rousing, 
inspirational message to impart. 


“‘“Augie’’ Meyer. 
is A. W. Marcou. 





At the Extreme Right, Coaching His ‘‘Side’’ 





General Electric Co., Together With Jobber and Central 


Station Customers, During Their Recent Conference. 


Eight Points on Which to See 
Store Lighting 


The following advantages of good 
store lighting, as seen from the mer- 
chant’s standpoint, are given by the 
Society for Electrical Development: 

(a) Increase in the average 
amount of goods sold per customer. 


(b) Decrease in returned goods. 

(c) Decrease in complaints. 

(d) Increase in the number of 
customers. 

(e) Greater cleanliness in the 


store and more orderly arrangement 
of stock. 


(f) More courteous attention from 
floor sales force. 

(gz) Better attendance of sales 
force. 


(h) Less time required to make 
sales and hence, more sales per clerk. 
tests it 


proven that the sales per customer 


According to has_ been 
increased 29 per cent as a result of 
better light and 12 
persons who entered the store became 


per cent more 


actual buyers as a result of better 
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On-To-Nela Contest 


“Over the 10,000 mile trail” 


N-TO-NELA, National Lamp Works’ latest selling con- 
test, is a sales campaign among B Agents’ salesmen in 
which each man competes only with himself for new lamp busi- 
ness. It gives every jobber’s salesman handling National MAZDA 
lamps the opportunity to get a number of valuable souvenirs as 
his lamp business grows, and to spend a week at Camp Nela 
during the summer camp season of 1924. It will give recogni- 
tion to every B Agent salesman putting effort into the building 
up of large MAZDA lamp business for his company. 


The On-To-Nela contest started September 1, 1923, and will 
continue until February 29, 1924. It covers a six-months’ period 
when lamp business is at its best. 


All salesmen of B Agents for National MAzpDA Lamps are invited to 
ane in the On-To-Nela contest. If, by any chance, you haven’t 
eard the details of this interesting and unique selling scrap, ask your 
House to get in touch with the Sales Division of National Lamp Works 
whose lamps you handle. Later you'll be glad that you did. National 
Lamp Works of General Electric Company, Nela Park, Cleveland. 


NATIONAL 
MAZDA LAMPS 




















ELA PARK, Cleve- 

land, is a “university 
of light” dedicated to prog- 
ress in the art of lighting 
and to improvement in 
lamps. Itserves24 factories, 
17 salesdivisionsand 30,000 
dealers in the production 
and marketing of 98 million 
National Mazpa lamps 
annually for use in homes, 
offices, factories, stores, 
streets, railways, flashlights 
and automobiles. 


All National MAazpDa 
lamps are made under 
Mazpa Service. 


= 


NELA PARK 















(G2) NATIONAL LAMP WORKS (5?) 
C2) OF GENERAL ELECTRIC CO. 
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Now and then in making your calls you prob- 
ably run across a dealer who says he can buy 
Lighting Fixtures “cheaper than Williamson’s.” 


Naturally, and by the same token he can buy 
white gold for less than platinum, a cottage for 
less than a mansion and a cotton suit for less 
than one of wool. 


Lighting Fixtures “cheaper than Williamson's” 


are precisely that. 


Ask these dealers as occasionally you meet 
them, to take any point or phase of Williamson 
Lighting Fixture quality and construction or the 
Merchandising Plan behind the complete line 
and honestly try to find its superior. 


R. Williamson & Co. 


Chicago 


Distributed by prominent jobbers everywhere 
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Unless the testimony and impressions which 
come to us almost daily from Lighting Fixture 
Dealers are insincere, we can assure you that 
there are no Lighting Fixtures finer than the 
Williamson Line. 


When an organization has built into a line of 
Lighting Fixtures the finest quality possible—has 
fashioned it according to the most artistic and 
practical designs and has determined by actual 
practice that its Merchandising Plan is sound, 
then but two things remain necessary to prove 
its value as a jobbing item. 


These two important factors are dealer and 
consumer acceptance—both of which are pos- 
sessed in a high degree by R. Williamson & 
Company. 


Is it not evident then that as a line to sell 
Williamson Lighting Fixtures have no superior? 


R. Williamson & Co. 


Chicago 


Distributed by prominent jobbers everywhere 
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Hanging Stock Bins 
Simple ideas often represent a great 
There is nothing spectacular 
that these double-deck 
in the basement of 


saving. 
in the way 


bins are arranged 
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Hanging Stock Bin 


the warehouse of the American Elec- 
But they 
are mighty handy just the same and 
every inch of space can be utilized. 
A series of hanging platforms (they 


trical Supply Co., Chicago. 


are really not bins at all) are 
arranged with aisles between. These 


are suspended from the ceiling and 
come about half way to the floor. 
The heaviest stock is stored in boxes 
or crates on the floor beneath while 
the smaller packages are kept above. 
For instance the heavy cases of safety 
switches coming from the manufac- 
turer are set on the floor, while some 
are opened and the individual cartons, 
each containing a switch, are piled 
on the platform above, for immediate 
shipment. 


This jobber by the way does a 
large business in safety switches. 
All sizes up to 1200 amperes are 


carried in their stock, on the average, 
about $15,000 to 20,- 


representing 
000 worth. 





Service Questionnaire to 
Customers 

“How is our Service.” ‘This in ef- 
fect is what the Metropolitan Elec- 
trical Supply Co., 180 W. Lake street, 
Chicago, is saying to its customers in 
a questionnaire that is mailed out in 
the form of a prepaid return post 
card. The questions asked are: 

1. How is our telephone service? 

2. Are telephone orders taken ac- 
curately? 

3. How is our delivery service? 

t. Do 
promptly ? 


our invoices reach you 
5. Does our representative call on 
you regularly? 
6. Are we courteous? 
7. Do we answer our correspond- 
ence regularly? 
8. Suggestions. 
x ok x 


Record Card for Store 
Salesmen 

This card (as shown at the right) 
is given out by the Manhattan Elec- 
trical Supply Co. to store salesmen 
who note each sale. This has the re- 
sult of putting every one on his toes 
and very few customers have to wait 
long. The rivalry is entirely friendly 
and leadership changes hands quite 
often. 





Carding Each Cable Reel 


The American Electrical Supply 
Co. of Chicago finds it much more 
satisfactory to give each cable reel as 
it comes in a number, then a card is 
made out for each individual reel and 
all withdrawals from each reel are 
entered on the corresponding card. 


METROPOLITAN ELECTRICAL SUPPLY CO. 











Name — 
Date 
T T 7 
NUMBER AMOUNT NUMBER | AMOUNT 
- +—+ t + t 
| 
‘ | 
| 
| 
+ + 
+ 
” T t 
_ j _ + 
- | | - 
” } } 
Store Salesmen’s Record Card 


In that way they know at all times 
the exact lengths of every kind and 
size of cable on hand. A _ separate 
card is also kept to show totals for 
each kind. 








This picture shows an effective way of displaying fixtures to contractor customers 


employed by the Steiner Electrical Co. of Chicago. 


There are 24 of these display 


compartments in all, arranged above the regular shelves behind the counter, in what 


would otherwise be waste space. 


The compartments are lined with black and each 


contains a fixture already wired and with drop cord for operating the switch. 
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IF IT'S fo AR ANITE IT'S RIGHT 


Lamp Cord seldom attracts the custemers’ 
attention until a poor piece kinks up and 
fails, or loses its cover and begins to fray 
eut. Then the lamp and the entire equip- 
ment shares in the unfavorable impression. 


In direct contrast, good lamp cord en- 
hances the beauty of a well designed fixture, 
contributing to the perfection of its service 
with long life and pleasing appearance. 


PARANITE Lamp Cord is the first quality 
product fromm a factory specializing in wires 
and cables above the usual standards. Every 
part of its manufacture, from copper to cover 
is “right,” more than code requires. This 
Quality Cord is the only kind that can safely 
be selected to accompany good lamps to the 
homes of your customers. 











PARANITE Lamp Cord is made either silk or 
cotton covered, parallel or twisted pair; packed in 
convenient boxes of 250 feet each, and in standard 
shipping cartons containing 1000 or 1500 ft. 


Indiana Rubber & Insulated Wire Co. 


Chicago, 810 Marquette Bldg. 


Jonesboro, Indiana 
New York, The Thomas & Betts Co., 63 Vesey St. 
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The jobber gets a better margin 
than anyone else—no exceptions. 
It is among the most generous 
now given on appliances. Dealer 
business is put through the job- 
ber. The jobber can sell any 
class of trade at a profit. 
(Continued next month) 





Sales Bulletin No. 2 





No. Luxe-A-Lite with 


75 De 
Green Glass Shade 


Retails for 12.50 


Sells to the Dealer for 6.25 to 
7.50 


according to quantity 


Costs the Jobber 


in Siete: or os.........-.-.........2 $5.00 
bs Bate ero e......2-..222.8 


Here is Your Profit 


Sell in lots of 6....$6.25 $37.50 
Cost (in lots of 
| 72) 4.69 


Profit on each...... 1.56 


28.14 


9.36 


Percent of Profit 25% 


That’s why Jobbers sell 


“ALADDIN” 


“The Wonderful Lamp” 











Manufactured by 


Aladdin Manufacturing Co. 


Muncie, Ind. 


Aladdin Policy 
with the Jobber, 











Purchases & 
Stock 


Looking into the basement of their 
warehouse it will also be seen that 
all the cable and heavy, hard-to- 
handle stock is kept in such manner 
that there is a clear, straight runway 
to the elevator. This greatly facili- 
tates handling. 

* 
Good Advice for Your Con- 
tractor Friend 

O. Fred Rost, of the Newark Elec- 
trical Supply Co., offers a sound ar- 
gument on the question of how a 
responsible contractor can get the job 
away from an irresponsible one who 
underbids. 

“Every reliable contractor who 
values his reputation is today losing 
money on wiring contracts because 











* * 


some less conscientious and more or 
less: irresponsible contractor under- 
bids him. We have heard of a recipe 
by which the reliable contractor can 














Service is uppermost in the opinion of 
| the Electrical Material Co., Chicago, and 
| the promptness with which orders are 
executed can be traced back pretty gen- 
erally to this pair of hustlers—Louis 
Rosenthal, order picker at the left, and his 
Chief, E. Hennings, shipping clerk, at the 
| right. They hate each other. There are 
four floors that they have to cover in the 
establishment and they are all over the 
place, with peculiar weaving motions like 
| Jack Dempsey—tremendously efficient. 








Increasing 
Popularity 





Jobbers Handling 
Shelton Products 


Are Protected— 
They Can’t Overstock 


Shelton Vibrators and Violet Ray ma- 
chines popularity is on the increase— 
due largely to the unique method of bal- 
ancing distribution. 


No Shelton jobber need ever be over- 
stocked on any type of Shelton Vibrator 
or Violet Ray. 
obtained in this manner. 


Balanced distribution is 


If your section of the country is partial 
to Shelton Vibrators and you have a 
stock of Shelton Violet Ray machines 
that isn’t moving to your satisfaction, 
we will gladly replace them without 
charge with the vibrators; or vibrators, 
if you have an overstock, will be re- 


placed by Violet Ray machines. 


A fair and square arrangement, is it 
not? There need be no hesitancy about 
ordering a supply of both Shelton Vibra- 
tors and Violet Ray machines. Your 


order will receive prompt attention. 


Write for our new catalogue 
and new proposition 


SHELTON 
ELEcTRIC ComMPANY 


16 E. 42nd Street, New York 
30 E. Randolph St., Chicago 
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1st PRIZE 








A real chance for a jobber sales- 
man to get an automobile FREE 


A new, shiny Ford Coupe—A Ford Touring Car. 
Who doesn’t need one? What jobber salesman 
doesn’t need one? And they’re easily won in this 
“new kind” of contest that BUSS is putting on be- 
tween now and Dec. 31st for the wholesale sellers 
of Buss Clamp-o-Set Lamps. 


PRIZES 


Ist PrizeFord Coupe 
$625.00 


(or equivalent value in anything else winner might desire) 


2na Prize—Ford §-Passenger 
Touring Car - $443.00 


(or equivalent value in anything else winner might desire) 


Not based on sale—think of that! Unlike most con- 
tests here is one that is not based on your sales. No, 
not your sales, but the sales of your retail salesmen 
and by that we mean the salesmen or proprietors 
you enter in the big Buss Retail Sales Contest which 
also has just been announced. 


There’s just one way to win, but it’s an easy way. 


ist—Tell your dealers all about the “Just 
show ’em you have it” campaign and the 
“Tell us how you'd use it”consumer contest. 


2nd—Show the retail salesmen the an- 
nouncement-:of the retail sales contest 
and get him entered in that contest. 


j } 


The artistic stand lamp that also hangs or clamps. Now fur- 
nished in three finishes, Ivory, Bronze, Brush Brass to retail 
at $2.00. Dealer’s price $1.33 each in standard package of 10 
lamps, which contains elaborate display material. 


BUSSMANN MBc. Co., 3819 No. 23rd St. + St. Louis, Mo. 


fest shew-em you have xt! % 





Complete details about the “Tell us how you'd use 
it” campaign and the retail salesman contest are in 
the Buss Retail Discount Sheet furnished each job- 
ber for their salesmen. 


1—Any jobber salesman can compete. 


2—No entry is necessary—just get busy and send in dealer re- 
quests for “Just show ‘em you have it” material and clerk contest 
entry cards. Your name will appear on these entry cards and you 
will thus be automatically entered in the jobber salesman's con- 
test, and a record kept of your standing. 


3—lIn case of a tie each tying contestant will receive a prize equal 
in all respects to prize tied for. 


What we are interested in—what you are interested 
in primarily is sales across the counter. 


The man behind the counter is the key man in 
the merchandising line-up. So he’s the fellow we're 
focusing on. And he’s the fellow we want you to 
focus on between now and Dec. 31st. 


That's the story! You'll get, with your discount 
sheet, several perforated pages of return post cards 
to use in entering retail salesmen in the retail stores 
in your territory. 


The contest is just getting started. You have just 
as much chance to win as anybody and the sales 
you make of BUSS Clamp-o-Set Lamps, backed by 
big Buss advertising backing to the trade and pub- 
lic, is worth while. 


Clamp-o-Set 
LAM P 
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Soft Music 
and Soft Lightin 


Thousands of merchants have learned 
that the soft, evenly distributed, glare- 
less light which Denzar furnishes is the 
ideal illumination for stores, and those 
who have music stores that are Denzar 
lighted know that the simple, graceful 
lines of Denzar blend harmoniously 
with the quiet dignity of interior deco- 
rations and the latest models on dis- 
play. 

These merchants use lighting primarily 
to make sales and they selected Denzar 
because it produces a soft, restful light 
which pleases the most critical cus- 
tomer and facilitates the sale of phono- 
graphs and records. 


Hundreds of dealers have acclaimed 
Denzar the best for store lighting and 
have repeatedly proven that Denzar is 
its own best salesman—a trial installa- 
tion invariably wins the order. 


This and preceding Denzar advertise- 
ments have shown you how modern 
business depends on good lighting. 


Se 






Daly Music Co. 


~ 

h 

w Store at Wis- 
f consin Rapids, 
i} Ws. 





Wherever you go, whether 
to church, club, office or 
store, “Notice the lighting 
Equipment,” and get your 
dealers to do likewise. It 
will reveal lighting prospects 
for them—create new fields 
for sales—and let the world 
know that they sell Denzar. 


They have illustrated the wide application of Denzar in the com- 
mercial field and have suggested the types of commercial houses 


where your dealers can make Denzar sales. 


If your house isn't jobbing Denzars and you are not talking 
Denzars to your dealers, both of you are missing the opportunity 
that other jobbers are profiting by. Because Denzars are assem- 
bled and packed complete in strong shipping cartons, they are 
easily handled. An order for 10 Junior Denzars means stenciling 
10 cartons, sliding them onto a truck, and checking the order. 
Unpacking, repacking, breakage, lost parts, etc., etc., are un- 


known in the jobbing of Denzar. 


Begin now to “Notice the 


Lighting Equipment’’ wherever you go because the jobber is a 


factor in the distribution of Denzar. 


BEARDSLEE CHANDELIER MFG. CO. 
218 S. Jefferson St., Chicago, Ill. 











| catalogs that he compiles each year. 
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Stock 


snatch many contracts from the ir 








responsible fellow. 

“After you have bid on a job which 
you would like to get and find that 
you have been underbid, put in your 
pocket samples of the kind of wire 
you propose to use, and _ switches, 
sockets and other items which will be 
used in the installation. Get into 
conversation with your prospective 
customer and talk up quality ma 
terials, incidentally showing some of 
the samples. Point out to him the 
value of quality material in that it 
saves trouble, 
and last but not least, insures abso 
lute safety. 

“In the final analysis every man 
wants the best he can get, and when 
he finds that for but a few dollars 
additional he can get a first class job, 
in nine cases out of ten he is going 
to give the job to you, even at a 


annoyance, expense, 


higher figure, just because he wants 
to be sure that he gets the best ther 


> 


is. 








The above is a likeness of E. M. Zapp, 
advertising manager of the Jas. Clark, Jr., 


| Electric Co., Louisville, Ky. Among other 


things E. M. is noted for the excellent 
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SHALLOW 


What might be shallow toanocean 
liner would be quite deep enough 
for a canoe. Hence the word shal- 
low might mean most any depth. 


SIHALLO, the name coined by the Arrow 
“| Electric Company, designates a complete 

a! line of flush devices with a definite limited 
dimension, one inch or less. This line con- 

tains every wall device that is desired, including 
the new single and duplex Convenience outlets 
for flush plates with or without doors, push 
button switches in single pole, double pole, 
three and four point with or without luminous 
button or lock, and Tumbler switches in the four 
styles with or without the Arrow “‘Glow-Tip”. 
For your fall business you can save time and 
bother by using the “‘Shallo” line which is com- 
plete in all styles and is limited to one inch or less. 


The Arrow Electric Company 


HARTFORD, CONNECTICUT, U. S. A. 


SHALLO MEANS 


The complete line of Wiring Devices. 
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Selling Radio to the Farmer 


ne, | 
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He Must Be Sold in a Certain Way—A Particular Kind of Dealer Must Do the Job— 


How to Establish That Dealer 


By CARL D. BOYD 


Manager Radio Battery Sales, French Battery & Carbon Co., Madison, Wis. 
Member Receiving Set Committee, A. M. E. S. — Radio Section 


ECENTLY I made a motor trip 

through Minnesota and Wiscon- 
sin, both rich farming states. Being in- 
terested in this particular field for the 
use of radio I made it a point to count 
the number of antennae seen in this 
territory and to my considerable sur- 
prise I found less than 20, which was 
simply one small indication of what 
we all know—that this field has 
scarcely been scratched. 

And yet if you should ask me: “To 
what group of people has radio broad- 
casting the greatest value?”, and con- 
sequently, “What field offers the 
greatest potential outlet for the sale of 
radio receiving sets?” I should unhes- 
itatingly say the rural field. From 
the viewpoint of a real service ren- 
dered to the user of radio, because of 
being far removed from the larger 
centers, it that the 
farmer is the most logical prospect. 


seems to me 


Through long and intimate contact 
with the farmer, from the days when 
independent telephony flourished to 
the present time, I 
know something of his personal as 
well as his “group” psychology that 
you hear about these days. It is 
natural therefore that I have formed 
some definite ideas as to the method of 
selling radio to him. But before out- 
lining what to me seems to be the log- 


have come to 


ical way of going after this business I 
wish to say a few words more in gen- 
eral about this field which apparently 
presents such attractive sales possi- 
bilities. 

It is true that the farmer has rural 
free mail delivery, which brings him 
newspapers usually 48 hours after be- 
ing edited, and the telephone. But 





Carl D. Boyd 


there is much information such as 
market reports, crop reports, prices 
of farm commodities, etc., that cannot 
be obtained through these channels 
promptly enough to be of real financial 
benefit to him. 


The middle western agricultural 
states offer a most fertile field for the 
use of radio in the farm homes, chiefly 
for the reason that in addition to the 
many large and powerful broadcasting 
stations, located in this territory, 
there are many of the state universi- 
ties, equipped with broadcasting sta- 
tions that are now _ broadcasting 
nightly programs or lectures on such 


subjects as animal husbandry, rota- 
fertilization of soil, 
spraying of trees, bee industry, etc., 


tion of crops, 





all of which is of vital importance, 
and is pertinent information for tl. 
farmer in the conduct of his business 

The larger broadcasting stations in 
collaboration with the United States 
Government are broadcasting dail, 
market reports, prices of farm com- 
modities, hog, cattle and sheep re 
ceipts in Chicago, Omaha, St. Louis 
and Kansas City, and this informa- 
tion for the farmer keeps him in con 
stant touch with the general conditions 
in knowing when to market his crops 
or other commodities. Every farm 
home in the middle western states is 
within the range of some one broad- 
casting station, either on day or night 
reception. 

Improvement in the character of 
broadcasting from all stations, the 
programs they are rendering and the 
re-allocation of wave lengths should 
make for a considerably increased in- 
terest on the part of the farmer this 
coming radio year, in its application 
to his business. 

Another development in_ radio, 
which has made it possible for the 
farmer to use it successfully, is the 
development of the dry battery tube. 
This eliminates storage batteries 
which were a serious objection to the 
farmers, as most of them did not have 
an available source of energy for 
charging storage batteries. 

There are many high-grade receiv- 
ing sets made by reputable manufac- 
turers on the market today that are 
simple to operate, readily installed, 
and the reception of these sets covers 
a wide range. 

During the past three or four years 
farmers have not been in a financi.l 

(Turn to page 80) 
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Hoosick Falls Radio Parts 


Keep Pace With The Radio 
Needs of Jobber, Dealer 


and Consumer! 


Mee ‘ 


#00 

















No. 104—U. V. 199 Socket 


Quality Line 
. 152—Insulator a t 
Popular Prices 


V. T. Octagon Base Socket 
No. 102 


plus 
24 Hour 


—— Lever S ervu 7 Cc e | 


Hoosick Falls Radio Parts Mfg. Co., Inc. 
HOOSICK FALLS, N. Y. 


Stackhouse & Allen Co. Cari A. Stone Company 
559-61 W. Monroe St., 315 Foxcroft Bidg., 
Chicago, Ill. San Francisco, Calif. 
538 San Fernando ~ ’ 
Wood & Lane Co. Los Angeles, Calif 
915 Olive St., Portiand, Ore. 


St. Louis, Mo. 
Hartzell Sales Co. 
Edward J. Beckley 1028 4th Ave., 
11-19 Moore St., Huntington, W. Va. 
New York City 302 = ag Bidg., 
Walter 1. Ferguson & Co. ae, SA. 
Regular V. T. Socket 14th & Walnut St., Pailadelphler Pa 
ae City, by 705, Granite, Bids., 
. P ros., a 
oun - 100—-With Laminated 332 St. Catherines St., West, 1615 W. Goneste | St. 
Pesae Montreal, Que., Canada . Syracuse, N. No. 200—2 In. 
No. 201—3 In. 


No. 101—Less Laminated 
Springs. No. 202—4 In. 




















No. 154 Binding Posts (Plain Top—No. 153) 
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New Radio Products, Illustrated 














Two products of the Globe Phone Co., Reading, Mass., to six. At the right is a combination jack binding post. 
are here shown. The phone block at the left is for con- Connections are made by plugging straight in, as with a 
necting one to six head sets with any radio outfit. Opera- telephone jack—made permanent by a slight twist of the 
tion is through a sliding bar which passes over special con- knurled cap. 


tact plates throwing into circuit any number of phones up 








The Essex Manufacturing Co., of 
117 Mulberry street, Newark, N. J., 
makes a standard radiophone shown 
above and also the “Pall Mall” 180 
coupler below. Its rotor is turned 
by a ¥% in. shaft 
in such a manner 
as to effect the 


a 
Sy cutting of one 
\ NY e\) 





eYic—p Wire on the pri- 
mary at a time, 
giving very sharp 
tuning. 
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“A headset designed not for a 
high rating in ohms but to produce 
maximum results,” is the descrip- 
tion of the new “Red Seal” headset 
of the Manhattan Electrical Supply 
Company, Inc., 17 Park Place, New 
York. Ohms were entirely ne- 
glected, but the impedance, match- 
ing that of the vacuum tube, is an- 
proximately 25,000 ohms at 1,000 
cycles. 


A number of new radio parts have been 
announced by the United Mfg. & Dis- 
tributing Co., 9705 Cottage Grove avenue, 
Chicago, three of which are here illustrated. 
The radio-frequency amplifier unit, at the 
left, in its upper portion constitutes an 
improved type of standard socket and the 
lower part contains the radio-frequency 
amplifying transformer with the primary 
connections on one side and the secondary on the other. The Type R-1 radio- 
frequency transformer, in the center, has an air core, impregnated windings and 
it will function efficiently with any of the available tubes on wavelengths from 
200 to 600 meters. In the vacuum tube socket, at the right, the dielectric losses 
are said to be practically negligible and the spacing of the spring contacts has 
been so proportioned as to prevent any appreciable amount of affective capacity 
to exist between them. All metal parts are of heavily nickeled brass which, in 
combination with the polished block base, matches in finish and appearance that 
of all United audio- and radio-frequency transformers. 





The name “Atherton” has been given to a line 
of super audio-frequency transformers manufac- 
tured by the Wolverine Manufacturing Co., 603 
Ik. Water street, Milwaukee, Wis. The company 
claims for them the following advantages: Pow- 
erful amplification; clear reproduction over all 
wave lengths; no resonant peak and freedom 
from distortion; high efficiency. The line is being 
sold through electrical jobbers. 
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The accompanying cut illustrates a new type of radio antenna bar insulator 
just placed on the market by the Sure Fire Radio Laboratory, Macomb, IIL, of 
which C. W. Kettron, Jr., and Harold Sturm are the owners. The insulator is 
20 inches long, one inch in diameter and has a space 18 inches between the 
holes. It is made of high tension porcelain (wet process). Great interest has 
been created in this invention and many prominent distributors and radio en- 
thusiasts are already using and pushing it. The insulator is manufactured by 
the Illinois Electric Porcelain Co. for the owner. 
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New Radio Products, Illustrated 
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The Standard Metal Mfg. Co., 
“37 Chestnut street, Newark, 
N. J., has placed on the market 
its new No. 114 radio horn, 
which will take all makes of re- 
ceivers. A single high-grade 
loud phone with cord, to fit any 
of the horns to make a com- 
plete loud speaker, can@e fur- 
nished. This company also 
makes metal horns of any de- 
sign; namely, automobile, pho- 
1ozraph, radio, telephone, loud- 
speaking and talking machine 
horns. 






























The “F-F” attachment converts any “F-F” bat- 
tery charger into an instrument that will charge 
any “B” storage battery of from 24 to 96 volts. 
No “A” battery is needed to make the “F-F” 
battery charger an attachment function; no 
changing of connections or alterations on charger 
are required. The charging rate is varied by use 
of different sizes of ordinary lamps in accordance 
with instructions. This device is being offered by 
the France Mfg. Co., 10437 Berea road, Cleveland, 
Ohio. 








The “Unity” cartridge rheostat, 
shown at the left, designed by the 
Unity Mfg. Co., 224 North Halsted 
street, Chicago, has a bracket, knob 
and indicating arrow.  Interchange- 
able resistance cartridges clip in 
without removing the bracket from 
the panel. A phosphor bronze fork 
contact insures efficiency and mini- 
mum steps in resistance changes. 
Mounting permits offsetting where 
crowding is desired. This rheostat 
can be had in 8, 20 and 40 ohms. 











The new loud speaker, designed by 
the Manhattan Electrical Supply Co., 
Inc., 17 Park place, New York City, 
is called the loud speaker “with the 
‘Concert Modulator.” By means ot 
this modulator the instrument can lhe 
accommodated to all conditions and to 
‘very circuit tube or battery with which 
it may be operated. No batteries are 
required for its use. The diaphagm is 
locked in the extra heavy lead-com 
pound reproducing unit, precluding all 
vibration except in the diaphragm it 
self. 


The “Unity” Vernier  rheostat, 
shown at the right, is an instrument 
for controlling resistance. A _ single 
wire followed its entire length by a 
contact permits the most infinitesimal 
vibration in resistance. A_ cut-out 
switch on the shaft operates with no 
change in tuning adjustment. It has 
a bakelite base, phosphor bronze con- 
tacts, replaceable wire, permitting 
adaptation to any tube, and can be 
had in 8, 20 and 40 ohms. 
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Simple as 
A-B-C 


The new Valley Battery 
Charger Type ABC, is as 
easy to operate as the ordi- 


nary loud speaker. All the 
user has to do is connect it 
up; it works without any 
more attention. 

And it is comprehensive 
too. It is made for all stor- 
age batteries: 

2-volt Peanut Tube Bat- 

teries 

6-volt A Batteries 

12-volt Batteries 

1 to 4 B Batteries 

Bakelite panel, glass top. 
Made so that it fits in with 
the rest of the radio set. 
Plugs in on the light socket, 
like a lamp bulb, and con- 
nects to battery by means of 
regular battery clips. Uses 
a negligible amount of cur- 
rent—a dime’s worth for an 
average charge. 

Our Advertising Helps 

We are helping you by 
an advertising campaign to 
users and dealers. We have 
an attractive counter card 
for you to hand to the 
dealers who buy from you. 

But, best of all, we have 
a mighty good charger for 
radio use—one which sells. 

Unfortunately, production 
is limited. There will be 
plenty for those who order 
now. Don’t let your cus- 
tomers miss out; and, what 
is more important, don’t 
miss out yourself on any 
sales. Sell it now. 


VALLEY ELECTRIC COMPANY 
3157 S. Kingshighway, 
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| position to take on additional invest- 
| ments as they have been busy liqui- 
| dating their indebtedness, but this 


present year sees the farmer in a ma- 
terially better financial position, with 
good crops and fair prices whiclt 
means that after he has “laid by” this 
year’s crops, starting November 1, 
1923, he will not only have money 
with which to buy radio, but he will 
have time to listen to a demonstration 
of good radio reception in his home. 

Three Essentials in Selling the 

Farmer 
And now as to the sales plan to be 


employed to reach this farmer who 


lives in striking distance from every 
hamlet, village and city. With your 
permission I will work backwards, so 
to speak, along the line of distribution 
from the prospective user to the elec- 


_ trical jobber—the latter being at the 


St. Louis, Mo. 














present stage the manufacturer’s pri- 
mary factor in distribution. 

As to the farmer prospect. Radio 
must be sold to him with three things 
constantly in mind. (1) He must 
be told the truth about radio. He 
must be shown what broadcasting sta- 
tions that he can hope to get with this 
or that equipment; told that his range 
in summer will be less than in winter; 
that night-time is better than day- 


time reception; clear weather better 
than bad, étc. The farmer has been 
fooled in the past by unscrupulous 
merchandisers in many lines and he 
has no use for anything but straight 
talk. “Group” psychology also enters 
here. One false step, one set sold 
through false or -overdrawn 
ments, and the possibilities for further 
sales in a whole neighborhood may be 
shattered: On the other hand, he is 
a great booster and a satisfactory job 
done is heralded far and wide. 

(2) - The radio set must be sold in 
stalled by a man who knows circuits, 
who will put up the antenna properly, 
connect the set to get best results and 
finally instruct the farmer and mem- 
bers of the family how to obtain these 
results. Installation should be paid 
for by the farmer. 

(3) The set must be serviced after 
it is in. This will result in a nice 
business in parts and accessories, but, 


state- 


more important, it will keep the sect 
in operation properly and maintain 
the owner in the booster class, an un- 
tiring salesman for more sets in the 
neighborhood. Service should also be 
paid for by the owner. 


How to Select the Dealer 


Now we come to the man who is 








While this picture is in no way supposed to represent the real opportunity for 


radio on the farm it does show that the farmer is just as clever in arranging radio 
“stunts” as the next one. When Mrs. Holt Ramsey of Newark, N. J., volunteered to 
help rake in the timothy while on her vacation, at a farm in Butler, N. J., the farmer’s 
son fastened the home made radio receiver and loop to the rake so that this modern 


“Maud Muller” could combine business and pleasure. 
“listening in” while at work. Copyright, Western Elec. Co. from Keystone View Co. 


Photo shows Mrs. Ramsey 
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going to sell the farmer—the dealer 
in the neighboring town or city. 

First. The merchant se- 
lected should be a live, wide- 
awake constructive merchan- 
diser. 

Second. He must be one 
that has a point of contact 
with the farmer. 

Third. Does he know 
radio, and if not, is he will- 
ing to employ a man suf- 
ficiently versed in radio to 
head up this department? 

Fourth. This merchant 
must be a good credit risk 
and prepared if necessary 
to handle the farmer’s de- 
ferred payments on the ra- 
dio installation. 


For the most part, in every town | 


or city there are a number of busi- 
ness men who have one or more of 


these qualifications. ‘The problem is | 


to find one who embodies all. The im- 
plement dealer has the contact and 
generally is a good merchandiser to 
his trade, but as a rule does not know 
radio. The electrical dealer knows 


his radio, may be a good credit risk | 


and a good merchandiser, but possibly 
does not have the farmer contact. 
Three qualities in fact can gener- 


ally be found in one man—merchan- | 
dising instinct, financial responsibility | 
and farmer contact. The thing then | 


to do is to so sell this man on the 


possibilities that he will put in a radio | 
department, and a man sufficiently | 


versed in radio, who can read cir- 


cuits and who will be responsible for | 


the proper demonstration, installation 


and servicing of the sets. Let the | 


proprietor himself be responsible for 


the merchandising end. Then help | 


him to get the radio man. 


In every town there are numerous | 


High School boys or other young fel- 
lows with ambition who, have been 
working with the radio, who are suf- 


ficiently familiar with its technicali- | 
ties, can read circuits and who have a | 


general all-around knowledge of the 
subject which will make them admir- 
ably fitted for the work. It is not 
diffieult to locate them. They are just 


starting out in life and with their in- | 
clination toward radio it is not hard | 


to sell them on the possibilties of the 
field, which in reality are great. This 
is the kind of man to get for the 
dealer. 

The radio dealer in each town 
should work in very close harmony 





A complete line of Branston D. L. Honeycomb iIn- 
ductance Coils—all sizes, 


Three Coil Geared 
Type, Front panel $500 
meunting. 

Substantial gears give vernier adjust- 
Very neat appearance made of 
Genuine Bakelite, complete with flex- 


R- G2 ive } oan - oe on 1 $600 
ceonting. 


Bevel gears provide very smooth opera- 
tion and vernier adjustment. Made of 
Genuine Bakelite, complete with  flex- (cut No. R-62) 
Arrow knobs show position 





Three Coil Bakelite $450 
mounting. ana 


Neatest three coil mounting on the 


Made of Genuine Bakelite and 
complete with flexible leads. 


R-7] two-coit mounting. $325 


Very neat and capable of smooth opera- 
ion. Only two mounting screws re 
. Complete with flexible leads. & 


Bakelite Coil support 
mounting with clamps 54c 
for fibre strips. 





Bakelite Coil mounting 
with screws and washers 50c 
as illustrated. 


Bakelite Coil Mounting 
with Brackets instead of 50c 
screws for mounting. 





Same as No, R-68 only 
stationary. 90c 
































Your Dealers Can Make Money 
‘Selling Nationally Advertised * ane 


Radio Apparatus 


Their prosperity is yours. See that 
they stock this widely-advertised 
complete line of “Standard of the 
World” radio apparatus. 


Write for complete catalog, folders, 
and sales helps for dealers. See how 
easy we are making it for the dealer 
to sell Branston Apparatus. 








(cut No. R-71) 





(cut No. R-75) 


Single movable Bakelite 
Plug with extension angle 90 
cence ame flexible Cc 








(cuts No, R-68, R-69) 


CHAS. A. eee “a 


825 MAIN STREET 
IN CANADA—CHAS, A. BRANSTON, LTD., TORONTO, ONT. 


BUFFALO, NEW YORK 






















































The | Universally 
Popular Charger 


Type 6 charges 6 Volt Stor- 
age Battery from any 110 
Volt 60 Cycle lamp socket at 
average rate of 6 amperes, or 
over if storage battery needs 


$15.00 


F. O. B. Cleve- 
land. Sub‘ect to 
Trade Discounts 


The Same Model—Profitable 
‘ and Reliable For Years Past 


} The unqualified satisfaction received by the thousands of F-F 





Battery Charger owners for the past ten years, is almost sufficient 
reason for you to stock, catalog, and sell them, but there are 
others: 


After developing the first successful mechanical storage bat- 


) money—as well as an article that will bring you the maximum of 


profit with the minimum of sales effort—and you'll be free from 
BATTERY 


*“Grief.”’ 
Fe CHARGER | 


Fool-Proof and Shock- Proof 


The F-F Battery Charger has been copied, and imitated un- 
successfully, but nevertheless a nice compliment—the ten years’ 





knowledge of how to build them to stand up satisfactorily in 
the hands of the public is ours—and ours only. 


They are nationally advertised and the many ‘‘Sales Assistants’ ’ 
of intelligent selling and advertising cooperation extended to 
jobbers, and to each jobber’s trade, is strong assurance of the 
profit you may have overlooked. 


Wire or Write Immediately for 
| Our Attractive Proposition 


The France Manufacturing Co. 
10437 Berea Rd., Cleveland, Ohio 





Pioneer Manufacturers of Patented Batiery Chargers 
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tery charger, ten years specialization in building them exclusively, . 
has resulted in a product which represents the most for the — 


; 
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{ 





»  — 


















Radio 


with the United States County Field 
Agent, who has a point of contact 
all 
radio users. 

Another strong organization among 
the 
known as the Grange and where they 
held regular meetings publicity work 
should be done through this body. 
County Institutes are 





with farmers who are _ possible 


farmers in some _ localities is 


The Farmers’ 
meetings held two or three 
times during the winter months, at 
which the various subjects of interest 
to the The 
radio dealer should make it a point 
to attend these meetings and if pos- 
sible to set forth the value 
to the farmer, and the jobber’s radio 


usually 


farmer are discussed. 


of radio 


specialist should, where possible, 


attend these meetings with the radio 


dealer’s expert radio man. 


Almost every country publishes a 
weekly farm paper and _ advertise- 
ments should be inserted in these 


papers, going direct to the farmer, 


setting forth the value of radio in 








When you have to stretch to 
keep your fish from dragging on the 
ground! Claude W. Johnson, of the John- 
son Electric Supply Co., Cincinnati, with 
some big ones that did not get away. 


Hot dog! 
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MAGNAVOX 
Products 


VERY condition in the 

art of radio reproduc’ 
tion is most successfully met 
by Magnavox apparatus. 


Reproducers 
R2 with 18 inch horn 
$60.00 
R3 with 14 inch horn ee 
$35.00 ™Mia aKoxee 


M1 with 14 inch horn; for 
dry battery sets . $35.00 


Combination Sets 


Al-R consists of Magnavox 
Reproducer with 14 inch 
horn and l-stage Am- 
plifier . . . . $59.00 


A2-R same with 2-stage 
Amplifier. . . $85.00 


Power Amplifiers 
Al-One-stage . . $27.50 
AC-2-C-Two-stage 55.00 
AC-3-C-Three’stage 75.00 


The new Magnavox Combina- 
tion Sets A2-R [2-stage} and 
ALR {1-stage]} insure the utmost 
in convenient, perfect home radio 
reproduction. 





Radio users will be sent 
new 32-page Magnavox Ra- 
dio Catalogue on request. 


A special device permits instant 
control of volume to suit the size 
? of room, character of program, 
etc. 











REGISTERED How Magnavox helps the Dealer 


(t 22 ae 
YY 


who helps himself 


OOD radio dealers everywhere are linking up with the Mag- 
navox selling plan in order to profit directly by Magnavox 
National Advertising and extensive Sales Helps. 
In a nutshell—the new Magnavox selling plan consists in con- 
DEALERGS centrating our great resources of helpful assistance upon the dealers 


x 
¥ 


LAENAVOX 


best able to turn it into business. 





aa oe . . Dealers who carry the Magnavox line and use Magnavox service are 
This sign identifies a Radio among the salesman’s most profitable customers 
Store as that of a Registered 


Ma na D le ° Th i > 
that goes with it is a eae THE MAGNAVOX COMPANY, Oakland, Calif. 
ful business-building force. New York Office, 370 Seventh Avenue 

Canadian Distributors, Perkins Electric Co., Ltd., Montreal 


MMAGNAVOX PRODUCTS 


There is a Magnavox for every receiving set 
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Mr. Jobber— 


. Guarantee | 
b Kellogs Rano quipment ‘ | 


ee a ea eer 


Every Live Radio Dealer 
wants to Display This Sign 


because— 


Guaranteed products of high quality 
move fast, 
profit and minimum sales expense. 





No. 689A Headset 


facturers. 


Three good reasons why Kellogg 
radio apparatus will increase your busi- 


ness are: 


of radio. 





No. 605 Variable Condenser 
equalled. 


THIRD—Kellogg radio parts are 
handsome in appearance—the result of 
highest grade workmanship. 





No. 501 Variocoupler With 
No. 502 Coil 


COLUMBUS KANSAS CITY 





resulting 


Kellogg radio equipment stays sold, 
it produces definite results satisfying 
the most particular radio fan. 


The Kellogg Switchboard & Supply 
Company have 
grade telephone equipment for over 
twenty-five years and today occupy a 
prominent place among radio manu- 


FIRST—A better grade radio prod- 
uct is being demanded by the radio 
fans in general and Kellogg radio ap- 
paratus fulfills the greatest expectations 


SECOND—In actual service Kellogg 


radio equipment proves that it is un- 


Do not wait for your dealer to ask 
for Kellogg radio apparatus. 
to suggest a good thing to him. 


Cash in now on the constantly in- 
creasing radio business by stocking 
Kellogg radio apparatus. 


Dealer literature and window dis- 
play cards furnished. 


Write or wire for prices and dis- 
counts today. 


KELLOGG SWITCHBOARD & SUPPLY COMPANY 
1066 W. Adams St. 
CHICAGO, ILLINOIS 
SAN FRANCISCO 


in maximum 


manufactured high 


Be first 
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PORTLAND 
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| the home and the service he receives, 


the receiving set only being in- 
cidental to the service. 
The Jobber’s Procedure 


Finally comes the jobber. There 


_are millions in this rural radio busi- 
_ness. The farmers are ready for it. 


They have the money. But as stated 
before, it is my belief that the busi- 
ness must be sought in a careful, 
methodical way as outlined above. It 
is easy to go into a town and estab- 
lish dealers, or to tell the ones you 
already have to “get after the farm 
business.” That is the kind of effort 
that resulted in the count of 20 
aerials in a long trip through two of 
the richest agricultural states in the 
Union. 

The average electrical jobber who 
merchandizes radio has so many 
articles to sell that require the time 
and attention of his salesmen under 
high pressure sales effort, that it is 
impossible for these salesmen to 
merchandise radio through a dealer 
to the farmer in the manner it should 
be sold to get volume. It is evident 
that to find the right kind of a dealer 




































At the right with the smile is F. A. 
Robertson, president of the Robertson 
Sales Co., Birmingham, Ala. and on the 
| left is J. F. Hardy, star salesman. By 


the way F. A., how is the house coming 
along? A tile roof? 
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Tuned Radio Frequency Transformers 


for instantaneous Adjustment to any Public Broad- 
casting Wave Length 





Don’t Overlook the Future 


We have recently added fifty percent more floor space to our 
factory to take care of increased radio production. 


The Tuned Radio Frequency Transformer shown above is just 
one of twenty-six DAY-FAN Instruments—whose increasing 
popularity has made necessary this additional factory space. 


We can serve you promptly with a most complete line of high- 
grade radio parts on the market today. 


Jobbers—Write for our Cooperative Advertising Plan and 
general sales policy. 


Everybody—Write for our new catalog. 


The Dayton Fan & Motor Company 


Established 1889 


DAYTON OHIO 


ca an il poe te 
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dealer will be interested in the 
good news about this fine line 
of brand new FROST-RADIO 
items. It’s apparatus you can 
be proud to sell. 


Here’s the story, men. We 
have produced in the tremen- 
dous quantities of Frost-Radio 
manufacturing, new items of 
advanced design and construc- 
tion. There is nothing quite 
like them on the market. 
Every item is superior quality, 
and yet priced exactly right for 
quantity selling. 


Genuine Maroon Moulded 
Bakelite Tube Control Units, 
Sockets, Dials, Rheostats, Po- 
tentiometers, Switches, and 
Metal Frame Rheostats. Also 
Adapters and Resistance and 
Inductance Units. 


With items like these you can 
sell your head off to the trade 
you call on—and know that 
both the dealer and the con- 
sumer will be delighted. 











FROST-RADIO | 


now includes many new items 


E know that you men 
who sell the retail radio 


No. 617—Bakelite Shock- 
Absorber C-299 Socket. 


The quality of Frost-Radio 
apparatus is guaranteed by 
the name of the maker—a 
guarantee which has made it 
the Standard of the World. 


HERBERT H.FROSTine. 


154 WEST LAKE STREET, CHICAGO, ILLINOIS. 


30 Church Street, New York 











No. 607-610—Maroon 
Bakelite Tube Control 





No. 601-604. Metal Frame 
6 and 35 ohm Vernier 
Rheostat. List, 75c. 








No. 614-615—Bakelite 
Spider Dial. 2'2 inch, 50c. 
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Unit. List, $1.75. 


FROST-RADIO 





FROST-RADIO 








List, $1.00. 
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3 inch, 60c. 
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in a community, to sell him through], 
to find his radio man for him ii 


| necessary and then get him off on th 


right foot will require more time tha; 


| we can expect the regular jobbe: 
| salesman to devote. 


It would, therefore, seem best tha: 


each electrical jobber should plac. 








his radio sales campaign to farmer, 


| in the hands of one or more radiv 


specialty salesmen. This man, asid. 
from his qualities as a salesman and 
his knowledge of the line, must also 
be of the type that can mix well with 
the farmers, for in getting his dealers 
established it will be necessary for 
him to go out among the farmers and 
leave behind him for the time his 
“city feller’ characteristics. This 
does not mean that he must chew 
tobacco or milk cows, but he must be 
able to “blend into the picture.” This 
man should be provided with a car 
and a complete demonstrating outfit. 

Having selected the merchant, who 
has employed a man to direct his 
radio work, the jobber’s_ radio 
specialty salesman should then place 
in the hands of this dealer’s radio 
expert a full set of specifications 








If E. A. Stewart, manager of the L. \ 
Electrical Supply Co. at Los Angeles 
hadn’t gotten into the electrical supp|) 
business when he was still a_ freckled 
youngster, we might be reading about hii 
today as a big leaguer in baseball. For 
E. A. is some ball player. Any Saturday) 


afternoon you can find him on the lot 
knocking ‘Texas Leaguers toward Old M! 
Baldy. But instead of baseball E. A. ce 
cided on the jobbing business and as the 
boys in L. A. will tell you he is destine« 
to become one of the leaders in the indus- 
try. He is still a youngster but wate! 
him grow. 
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“Built First to Last" 


O 
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The Line That Sells the Hard Prospects 






Show this Little Gem 
and a Sale is Made, 














Coto 

The Original 
Honeycomb Wound 
Inductance Coils 


Very compact, of high 
ciency. Yet extremely 


erate in price. Encourge 
dealers to standardize on Coto 
Coils. Sold mounted or 


mounted 





Coto Compact 
Audio Frequency 


Transformer 


One of the best on the market. 
Shell type with turn ratio of 5 
to 1. Nationally advertised and 
firmly established in popular 


Type 41000 $5.00 


favor. 





Easiest, Sells in 


Greatest Volume 
to All 


The Coto compact line combines 
COMPACTNESS, SCIENTIFIC 
EFFICIENCY, HANDSOME AP- 
PEARANCE and POPULAR FA- 
VOR through extensive national 
advertising. Every item has its defi- 
nite outstanding feature as a com- 
pelling talking point for the sales- 
man. Show them and _ they're 
SOLD! 


Coto Compact Moulded 
Bakelite Variometer 
Size is only 314x134x3%_ inches. 
Range 200 meters to 600 meters. 
Stator is honeycomb wound. Pig- 
tail connections to rotor. Panel or 
base mounting. Type 8000. $5.00. 


Coto Compact Moulded 
Bakelite Variocoupler 
Companion piece to the Variometer. 
Size only 344x3x334. Range 200 to 
600 meters. Panel or base mount- 
ing. Sells on sight. Type 9000. 


$5.50 





Write today for latest price and Discount 
Lists. Cash in with Coto. 


COTO COIL CO. 


87 Willard Ave., 
Providence, R, I. 


Pacific Coast Branch, 
329 Union League Bldg., Los Angeles 
Northwestern Branch, 
Geo. F. Darling, 705 Plymouth Bldg., 
Minneapolis, 
Southeastern Branch, 
Cc. P. Atkinson, Atlanta Trust Co. Bldg., 
Atlanta 














A tremendous seller. 
Turn ratio 3 to 1, 
oughly high grade. 
Jobbers are ordering in 





Coto Special Audio Coto Tapped Radio 
Frequency Trans- Frequency Trans- 
former former 


Covers the whole broad- 

casting band, with 
Thor- marked efficiency. Just 
turn the switch and 
tune them in, 


Type 5000A. $7 OU, 


1,000 lots, 


ryve 4500. $2.50 








Coto Compact Vernier 
Air Condenser 


Constructed 
on metal frame plate for 
rigidity, Rotor plates soldered 
to shaft. Stator plates sold- 
ered at three points Capaci- 
ties .0005 mfd. and .001 mfd 


$6.00 


Size only 2%x2% 


Type 350 


$5. 00 





Cotogrip Tube 
Socket 


The double bayonet joint and 
Cotogrip contact are unique 
and unusually positive in ac- 
tion. With the best of radio 
insulations—hard rubber 


type 7000. SSC 
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When You Sell Transformers, 
Get These Points— 


LOW LOSS STEEL 


LAYER WINDING 
NO SHORT CIRCUITED TURNS 


coats steep 





AIR 
GAP 
AVOIDING 


Soldered DISTOR- 


Connections TION 


UNBREAKABLE FEET 


CONVENIENT HEAVY LEADS 


MOUNTING HOLES 


There are just three things that the man you sell them to wants to be 
assured on— 
Efficiency 
Value of Manufacturer’s Guarantee 
Appearance and Price 


Sell your trade General Radio Type 231 Amplifying Transformers—they 
score 100% on all three points. 


For Efficiency, Check These: 


Core—of low loss steel and shell type construction with suitable air gap. This combina- 
tion keeps the losses at a minimum, eliminates howling and avoids distortion. 


Coil—layer wound and tested—not only for open circuits, but for a single short circuited 
turn—thus ensuring the maximum of amplification. 


Mounting—‘erminal leads are heavy and securely soldered to convenient binding posts. 
Readily accessible brackets make mounting on panel or table easy. 


The Manufacturer’s Guarantee to replace any General Radio Instrument or Part that is 
found, or which becomes defective, is backed by a concern which has specialized in the 
development and manufacture of special radio and laboratory instruments since 1915. The 
position of the General Radio Co., in its field, is evidenced by the fact that it was the first 
to supply commercially low loss condensers and closed core audio frequency transformers. 


The finish and appearance of General Radio Type 231 Amplifying Transformers is in every 
way worthy of their quality and of the reputation of the firm that makes them. 


Price complete, mounted, $5.00. Send for Educational Folder F,. describ- 


ing these transformers. 


GENERAL RADIO CO. 


Manufacturers of Electrical and Radio Laboratory Apparatus 


Massachusetts Avenue and Windsor Street 
MASSACHUSETTS 


CAMBRIDGE 














covering method of installing ac- 
cording to standard practice; he 
should also instruct this man that 
after the installation is made that he 
must, before leaving the farmer’s 
home, teach the various members of 
the family how to operate the set ‘in 
order to get the most out of it. 

It will bear’ repeating that the 
customer must be told that the range 
of a_ broadcasting station is con- 
siderably shortened in summer, that 
night reception is better than day- 
light reception, ete. Radio has had 
sufficient misrepresentation by in- 
experienced persons attracted to it 
and only having in mind the matter 
of quick profits. Now it is time to 
tell the customer that radio will not 


“lie down, roll over and jump 
through a hoop.” 
The dealer and jobber jointly 


should provide to every. user of a 
radio set a list of the broadcasting 
stations, the wave lengths on which 
they broadcast, the nights that they 
are “in the air” and a small, “primer” 
written in laymen’s language on the 
fundamentals of radio. 

No receiving set should be sold 
without being installed by the dealer. 
This means that if the dealer installs 
it, the antennae is of the proper 
length, that is is soldered, that it is 
properly insulated, that the ground is 
adequate, that the batteries are con- 
nected properly, etc. 














You don’t know! Well then listen Wal- 


ter and me will tell you. Here is Phil 
Gough, president and sales manager of 
Listenwalter & Gough, Los Angeles, and 
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‘The Best That Money Can Buy’’ 








**DEVEAU GOLD SEAL” Head-sets are guaranteed 
to be electrically and mechanically perfect, our 
guarantee protects every purchaser. 



















Units exactly match 
each other in tone, 
each has maximum 
sensitivity and perfec- 
tion of tone quality. 














Magnets are extra-heavy one 
Piece units. 















2200 Ohms 


56% 


3200 Ohms 











Caps are of genuine 
Bakelite—of scientific 
design and comfortable 
tothe ear; the Bakelite 
never loses its jet black 
lustre. 




















‘*‘DEVEAU GOLD SEAL” 
Head-sets are like a piece of 
fine jewelry in appearance, 
but with all the radio 
niceties that the most ad- 
vanced radio enthusiast can 
desire. 














**DEVEAU GOLD SEAL” Head-sets 
are never found in cut-rate market, 
—they are only sold to Jobbers who 
appreciate their value. 








Send for New Radio Price-List 


Manufactured by 






STANLEY & PATTERSON 











250 WEST STREET 








New York, N. Y. 
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you pay for. 





satisfaction. 


23 plate 
| 11 plate 


Jobbers: 














It’s Not Price — But 
Satisfied Customers 
ThatBuildBusinesses 


It’s a poor business policy for anybody to 
“Bother quality—what I want is low price.” 
No matter what you buy you get just what 


United Radio products are not built to 
meet a price but to meet the requirements 
of the radio buyers. 

The products are mechanically and elec 
trically right and after three years we 
know that they have made friends wherever 
they have been sold. 

We believe every dealer who is looking 
ahead will agree with the wisdom of our 
policy and we are ready to back him up by 
our full guarantee. 

United Audio Frequency Amplifying 
Transformers are an attractive piece of 
merchandise — bringing in results — and 
List $4.50. 


| United Condensers have been accepted as stand- 
ard and are selling in increasing quantities. 


LIST PRICES 


Plain 45 plate $4.50 
4.00 
3.50 


With Vernier Dial and Knob 
46 plate $6.50 
Send for Discounts 


5 plate $2.75 
3 plate 2.25 


26 plate $5.50 


United Mfg. & Distributing Company 


9707 Cottage Grove Avenue, Chicago, Ill. 


New York Office: 50 Church St., New York, N. Y. 
San Francisco Office: 709 Mission St., San Francisco, Calif. 
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IF THEY WERE 
CHEAP 

















TERLING?” would be a misnomer if it wasn’t linked up with quality. 
We could turn out cheaper priced pocket meters, but they couldn’t be 


called “Sterling.” 


Especially 


card it entirely. 


THE 
STERLING 
MANUFACTURING 
COMPANY 





in radio 
work the user must 
have the utmost con- 
fidence in the silent 
counsel of his volt- 
meter or better dis- 




























No. 33 0-3 voits 
List price $1.25 

No. 34 0-8 volts (1/5 v. div.) 
List price $1.25 

No. 34A 0-16 volts (% v. div.) 
List price $1.75 

No. 34B 0-30 volts (1 v. div.) 
List price $2.25 

No. 34C 0-50 volts (1 v. div.) 
List price $2.75 

Also Ammeters and Voltammeters 

in all types, 


(1/10 v. div.) 






Like everything else that’s 
essential there is always 
to be found the cheaper 
quality products that are 
made simply to meet a 
price—not to meet a spe- 
cific function. Don’t let 
your customers be mis- 
led. 


2831-53 
Prospect Avenue 
CLEVELAND, 
OHIO 

















The 


first demonstration to the 
farmer by the dealer’s radio expert 


and the jobber’s radio specialist 
jointly, should be made in the home 
of the farmer and a _ complete 
demonstrating outfit should be taken 
to this farmer’s home, arriving after 
the farmer has finished his “chores” 
for the day. Gather the members of 
the family around the set and let 
that farmer “get the feel’ of “get- 
ting’ K. D. K. A. East Pittsburgh, 
Pa. Then him phone 
Brown, his neighbor across the road 
and invite him over and let him and 


have John 


his family listen to this demonstra- 
tion. 

If a radio specialist of the electrical 
jobber will pick the towns in the 
rich agricultural localities, pick his 
dealer with care, see that his dealer's 
radio man is properly instructed, and 
that his house gives him every co- 
operation in the way of advertising 
helps, ete., it is entirely possible to 
sell the dealer this coming radio fall, 
winter and spring at least 50 receiving 
sets in a community, and with 50 such 
this will 
a sizeable piece of business for a radio 


dealers represent quite 


department. 


In some instances the merchant 
selected by 
agricultural implement dealer, gar- 


age man, the hardware merchant, the 


the jobber may be the 


local independent telephone company, 
but by all means, whatever dealer is 
selected, the jobber should insist on 








Here’s one the old timers will recognize, 
James A. Collins now with the Creaghead 
Engineering Co., Cincinnati, Ohio. Yes, 
he’s Irish, but how could you tell? 
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the dealer employing a first-class | 
radio man to be found in the com- 
munity, who will function under the 
direction of the merchant, who has 
had the merchandising experience 
with the farmer, and who will then be 
entitled to 100 per cent co-operation 
given by the jobber’s radio specialist. 


* * * 


Experiences of a One- 
Time Jobber Salesman 


(Continued from page 10) 


prised at the number of jobbers 
that frankly confess to the manu- 
facturer that they are not interested 
for the very reason that their sales- 
men cannot put over anything which 
may be a little out of the ordinary or | 
not the regular advertised lines. 

I believe that you will agree with | 
me that it is a sad situation if a 
jobber is compelled to confess that 
his salesmen are simply order takers, 
that is, men who only sell what is on 
the page of the want book and only 
advertised lines of merchandise. Such 
a salesman is traveling along from 


day to day relying on the old 
“grocery store methods” of doing 
business and not looking for the 


longer profit on the newer lines. 

I don’t believe that 
jobber’s salesman in the country who 
is not in position to take hold of a 
high-grade manufactured piece of 


there is a 











Wesley Barry, star of Warner Brothers 
“Classics of the Screen,” and the boy actor 
whom everybody likes to watch on the 
screen because he is boyhood incarnate, 
portraying the spirit of youth that never 
dies, is also a radio fan. Every spare 
moment that Wesley gets out of the studio, 
he is playing and experimenting with his 
radio. This picture was furnished Frank | 
A. D. Andrea, Inc., of New York City, and | 
Wesley is tuning in on their “One-sixty” | 
receiver, 


Just off the 


Press 


= request, our 
latest radio catalog will 


be sent to jobbers and 
dealers, without charge. 


Each part we manu- 
facture is illustrated 
and described in detail. 


Write for it today 


















EISEMANN MAGNETO CORPORATION 
William N. Shaw, President 
BROOKLYN, N. Y. 
CHICAGO 


DETROIT SAN FRANCISCO 























Here’s a Pair of Winners 





The Wimco Condenser 
Made to meet a demand for quality 


The Carco Coupler 
Just the thing for the popular re- 
ceiving set. Bakelite tube and 
rotor. Silk covered wire, per‘ect 
contacts. 


—highest efficiency, 3 plate, 23 
plate and 43 plate sizes. 


We invite Dealer and Jobber Inquiries. 
Send for literature and prices on Wimco socket for W D 11 tubes. 


The Wireless Mfg. Co., Canton, O. 


Manufacturers—Distributors 
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INSIDE COIL MOUNTINGS 


Type 3-A 
$5.00 


Patent Applied For. 

“Honeycomb Tuners” will soon mark the 
difference between the old style short wave 
variocoupler-variometer receiving set and 
the newer more efficient all wave instru- 
ment. The chief reason is because of the 
inevitable necessity of changing the wave 
lengths now used for broadcasting due 
to the ever increasing interference between 
stations. When this is done it will be 
impossible to hear much that is going 
on with the ordinary set having a wave 
length range of 250 to 500 meters, whereas 
with the “Honeycomb Tuner” it is simply 
necessary to “plug in” larger coils. 
Furthermore, “Honeycombs” have always 
found much favor with the amateurs and 
are considered the most efficient form of 
inductance. Closer tuning, greater selec- 
tivity, greater range, no dead end loss, 
and ease of operation are some of their 
outstanding qualifications. 

The WIRELESS ELECTRIC Inside 
Mounting makes it possible to use 
“Honeycombs” to the greatest advantage. 
Mounting the coils inside the panel elimi- 
nates body effect without the necessity 
of shielding, besides adding considerably 
to the convenience and appearance of the 
set. A vernier adjustment is obtained by 
the slow moving camy allowing positive 
and effective operation. The bearings are 
made adjustable so that any desired ten- 
sion on the dial may be obtained. A 
standard, three-inch, dial may be used. 

.The type 2A mounting may be used as 
a single circuit, tuner with “tickler”’ 
while the 3A provides a separate induc- 
tively coupled primary coil making what 
is commonly called a three circuit tuner. 

These mountings are especially well 


adapted for use in new circuits such as 
Flewelling, Super Regenerative, Neutrodyne, 
and others. 


Sold through Jobbers Only 
Send for Circulars 


Wireless Electric Co. 


Pittsburgh, Pa. 


204 Stanwix St. 




















| Patent Applied For. | | 








merchandise, whieh has been _thor- 
oughly tested as to quality, and sell 
it to the trade at almost any reason- 
able price. I hate to believe what 
some of the jobbers have told me, 
that their staff of salesmen are simply 
“order takers.” 

There is no secret to it. Just 
know your line better than the other 
fellow and soon your customer will 
know you better than the other fel- 
low, this has been the writer’s experi- 
ence and he has traveled day in and 


| 
| 


day out and not even quoted a price. | 


Another thing, if the house does 
not give you service you cannot do 


much, but don’t kick all the time to | 


the shipping department. Try show- 
ing them how it should be done. If 
you don’t get results then go to your 
superior, or better yet, to the general 
manager; but be sure of your “case” 
and take him facts. 

Remember again, know your story 
and know you are right and then 
kick like a Kentucky mule and if you 
don’t get results—get out and get 
with another jobber, because if you 
are of the type outlined above there 
are all kinds of jobs waiting for you. 

Some day, if you like, I’ll tell you 
how to get the basket contractor busi- 
ness and get the money for every- 
thing you sell him. Right away you 
say it cannot be done, but don’t worry 
it is being done in just the same way 
that we got 543 per cent more for 
ordinary rubber-covered wire. 








Sales and advertising go hand in hand 


| 
| 
} 
| 
} 





and here are the sales and the advertising 


manager of the Theobald-Jansen Electric 
Co., Louisville, Ky. The gentlman on the 


| 


| 


left is M. F. Bowling, sales manager, and | 
on the right is W. M. Ellis, advertising | 


manager. 


| 
} 
| 








BROCKWAY 
VARIABLE 
CONDENSER 


The following special features of the 
Brockway explain its ever increasing 
use on radio frequency neutrodyne and 
reflex circuits. 


Easier to adjust than a vernier, low R. 
F. losses, occupies no space behind the 
panel and is attractive in appearance. 


We have a special jobber’s proposition 
—may we submit it for your approval? 


BROCKWAY LABORATORIES 
COMPANY 
oledo Ohio 





rt | 
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MEHUN CONDENSERS — 


Once adopted always used. 
All sizes 3 plate to 43 plate. 
’ High grade design and work- 
manship. Accurate alignment, 
Per- 


convenient adjustment. 
fect bearings. 


Send for circulars. 


We stand_back of our product 


MEHUN MANUFACTURING CO. 
405 Penn Ave. 


Pittsburgh, Pa. 
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A part of the force of the Illinois Electric Co. of Los Angeles in front of their new 


building. 





Earle Alexander 


(Continued from page 21) 


details -were obtained. Mr. Alex- 
ander was willing to talk about his 
business, but had little to say about 
himself. 

In the electrical fraternity he is 
known as a good buyer; a jobber 
who studies a product, tears it apart, 
analyzes every part of it until he is 
perfectly familiar with its construc- 
tion. He finds out first if a product is 
made right for the consumer before he 
will handle it or submit it to his own 
organization. He will even suggest 
improvements in a_ product to a 
manufacturer. 

A short time ago, a four-slice elec- 
tric toaster was submitted to him. 
After a thorough study of the toaster, 
an increase in the wattage was sug- 
gested. The manufacturer acted 
upon the suggestion and the toaster 
became a successful seller. 


Mr. Alexander constantly studies 
his business. He is perfectly familiar 
with every department. He knows 
his costs, his credits, his sales. He 
knows every customer, and often 
spends time calling upon them. He 
works for the good of the customer 
and has never lost faith in the con- 
tractor-dealer. He looks upon the 
contractor-dealer as the go-between 
between the manufacturer and jobber 
and the consumer. He believes the 


contractor-dealer can never be re- | 


placed and that he must continue to 
construct and to sell. 

He trains his salesmen not to be 
order takers, but to consider the in- 
terests of the contractor-dealer and to 
work with that end in view. He 
teaches them to turn down undesir- 
able business as well as to obtain 
good business. 

It was only recently that Mr. Alex- 
ander made a special trip to one of 
his customers to show him where he 








Herewith is a picture of some of the force at the Lehigh Electric Co., New York 
City. This company is going strong, although it has been in business for less than 
a year. From left to right we have Bill Walters, S. J. Wilde, Miss Devine, H. N. 
Croop, A. G. Krampert, H. T. Geiger and C. Miller. Mr. Croop and Mr. Geiger are 


the proprietors. Bill Walters has a coil of wire in his hand, not a life preserver. 








Bradleystat 


window displays, counter cards, 
and folders supplementing ex- 
tensive Bradleystat advertising 
in leading radio papers are now 
ready for dealers. Tell your 
dealers about these sales helps 
and encourage them in develop- 


ing window displays. 





‘Write us for detailed informa- 
ition regarding Bradleystat win- 
‘dow trim and other sales helps 


so that you can render maxi- 
mum service to your Bradley- 
stat dealers. 


iy — Ses bx: a 


Electric Controlling Apparatus 
492 Clinton Street, Milwaukee, Wis. 





U S. PAT. OFF. 


PERFECT FILAMENT CONTROL 


REGISTERED 
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DUNCAN 


Watthour Meters 


ACQUAINT YOURSELF WITH 
THE FACTS 


A good product can be consistently pushed. 
The more you know about the M2 meter the | 
more your enthusiasm will increase and 


ENTHUSIASM MEANS SALES. 


For initial and maintained accuracy, for ease 
of adjustment and repair the M2 meter is su- 
perior to any other watthour meter on the mar- 


ket. 


If you are not acquainted with the details of 
the Model M2 see your sales manager at once. 


PUSH THE DUNCAN LINE. 


DUNCAN ELECTRIC MFG. CO. 
Lafayette, Ind. 


Builders of Electricity Meters since 1902 
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could not hope to make any mone 
on a contract upon which he wa 
figuring. Had the customer gotte, 
the contract, Mr. Alexander’s com 
pany would have gotten the orde 
But in Mr. Alexander’s mind it wa 
poor business for the customer, ani! 
so poor business for his company. 
As a further part in training hi. 
salesmen to be salesmen, he focuse. 
their attention on a special artic): 
each month. They are instructed t. 
take up this article with the customer 
after the sale is closed. This had 
brought about an unusual increase in 
business along certain lines. The plan 
was used on heating devices with tli: 
result that their business on these 


| products had increased four fold dur 


ing the last year. 

No biographical sketch of a man 
is complete without some reference to 
his personal side. In meeting Mr. 
Alexander, you will find a man of 
pleasing personality; a man who wil! 
make you feel at home in his office 
or his home; a man who in popular 
phraseology is a good mixer. He has 
developed from his “Skinny” days 
into a man of splendid physique. He 
enjoys sports, is a good swimmer, 1 
good fisherman, a fair golf player, 
and an exceptionally capable driver 
at the wheel of a motor car. The quick 
response of his mind is shown in this 
latter activity. 

Mr. Alexander is a strong believer 
in associations and in co-operation. 
His reputation among both associates 


and competitors is of the highest. 














C. R. Bishop, manager of Post-Glover 
Dayton, Ohio office may have an eccles! 
astical look, but—you’d be surprised— 
R. and’ O. H. Holters of the Cincinnat! 
office are old side-kicks. 
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Lower Prices—to Insure 
Its Fitting-in Hverywhere! 


The Shallow Tumbler (by H&H) now sells for exactly the 
same as the always popular-priced ““NUTMEGS.” 


At the new low price, it will better serve the contractor’s need, 
in getting into competitive bids his own idea of switch-quality. 





The now uniform rates on a// H&H Shallow Switches add to their availability 
as a complete line—for general use and ready sale for all work. 


Take Advantage of the Price Change and 
the New Openings for Better Installations 


Let us lay before you the listings and necessary data on the Shallow Tumblers, in a circular you 
can use and file. Prompt response with the circular; immediate delivery on the switches. 


THE HART Go HEGEMANMraCo. HartTForD.CoNN. 
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HARTFORD 
Time Switch 


The Hartford Time Switch of today is a better, a more 
rugged time switch and more costly to manufacture, than ever 
before. 


The special Seth Thomas marine type, eight-day movement 
has been strengthened, yet prices have not been advanced; 
while your resale profit has been increased. 


The Hartford Switch has been standard practice for a 
quarter of a century and the better Hartford of today will fully 
meet the most exacting requirements of the electrical in- 
dustry. 


A wide range of capacities and types enables you to select 
just the right Hartford, and that Hartford will be the best 
time switch you can get for your customer’s particular purpose. 


My long-established policy of close co-operation with job- 
bers will be rigidly maintained. 


Hartford Switches in type and capacities that meet 98% 
| of the demand, shipped from stock. 


Talk Hartford Time Switches to your 
contractor-dealer customers and urge them 
to go after the profitable business now avail- 
able. 


Get the latest Hartford Time Switch 
bulletins. 





One Day Time Switch 


A. HALL BERRY 


Sales Representative 
71-73 Murray St., N. Y. C. 
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f — “| Building a Fire Under the 


Dealer 


(Continued from page 6) 


through the promising year of 192) 
And just as the retailer should b: 
gin now to plan and work toward 
Christmas business, so you should 
begin to plan and work toward busi 
ness that will develop along about 
fly-time next year. Your dealers 
must be made to look three month, 
ahead, but you must look ahead hal! 

a year or more. 

Which is what you are doing when 
you put your back into this Christ 
mas Sales Idea. 


When you sell a man Christmas 
merchandise today you are booking 
immediate orders; but when you sell 
that same man a Christmas Sales 
Idea, you are getting him into condi- 
tion to place more orders and larger 
orders after Christmas. This is 
what the real salesmen in the jobbing 
field are now working toward. 











Another live wire for the Theobald- 
Jansen Electric Co., Louisville—John ! 
Lewis, who recently left the five-and-ten 
cent store field to try his luck in the elec 
trical jobbing field. 
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Lamps— 
the point of contact 


HE PAGE pictured here appears in the 

Saturday Evening Post issue of Sep- 
tember 15. This consumer advertising is 
just one more reason why your sales 
should grow to large proportions, because 
Edison Mazpa Lamps make your most 
frequent point of contact with the con- 
sumer. “Get ’em in for lamps, and you’ll 
sell ’em other things.”’ 


Consumers in your neighborhood will 
see this advertising. Make sure that 
after seeing it they will know where to 
go to buy. 


Tie up with the big campaign and get 
your share of the benefits. Strike while 
the iron is hot! 


EDISON LAMP WORKS OF GENERAL ELECTRIC COMPANY. HARRISON, N. 4 








Then take your list to the 
Edison MAZDA Lamp rep- 
resentative in your neigh- 
borhood and get the right 
lamps. 





The Lighting Dozen. Twelve separate 3- 
panel displays, each with a different sales- 
creating message, not only for Edison MAZDA 
Lamps but for all electrical merchandise. 





The Lighting Primer. 36 pages, printed in 
three colors, which tell consumers simply 
and pictorially why good lighting is neces- 
sary and how to get it. 
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A fitting for every need 


In the line of National Metal Mol- 
ding and Fittings, you’ll find just 
enough fittings--no more, no less-- 
to do a job well. 


It’s surprising how few are the fittings 
required to do the simple job and a pleas- 
ure to know that for the most intricate 
work, there is a fitting for every need. 


Since the inauguration of protected surface wir- 
ing by this Company, we have made a continual 
and thorough study of the problems met by the 
man on the job. Today, there are many impro- 
ved fittings and devices that have been perfected 
by us to make surface extension wiring a simple 
and easy task. 

Besides, you don’t have to fish wires around cor- 
ners and angles when you use Metal Molding— 
simply lay the wires in the base and snap on the 
tigid cover that locks. 


National Metal Molding Company 


1315 Fulton Building 
PITTSBURGH 


Represented in all principal cities 


A copy of our hand-book for the man on the job 
will show you how easy Metal Molding has made 


surface extension wiring. Send for a free copy. 


National Metal Molding 


—TAKES AND HOLDS ANY COLOR OF PAINT— 











Decimal System for Packages 
and Prices 

Many electrical devices are priced 
by the ten and hundred lot, but 
others, particularly glassware, are 
still priced by the dozen or gross. 
The - universal adoption of the 
decimal system by glass manufac- 
turers and others will simplify the 
electrical man’s accounting, as point- 
ed out in an article in “Beardslee 
Talks.” Constant reminding of the 
manufacturer on the part of the job- 
ber will eventually have its effect. 

The article goes on to state: 

“Gas cocks, gas fixtures and gas 
fixture parts were always priced and 
sold by the dozen and naturally glass 
shades for gas fixtures were priced 
on the same basis. And when the 
glass men developed glassware for 
electrical fixtures they retained this 
clumsy way of pricing. 

“Sockets, switches, outlet boxes 
and scores of other articles bought 
by the electrical man are priced on 
the 10 or 100 basis, but when he buys 
screws to install them he must com- 
pute his costs from a gross price. 

“Tf electrical men will insist on a 
universal adoption of the decimal 
system the work of figuring invoices 
and pricing goods will be simplified ; 
the chances of making mistakes will 
be reduced; time will be saved, and 
time is money to the busy merchant; 
our money and our merchandise will 
be counted on the same basis; a 
larger variety of goods can be car- 
ried with the same investment; the 
job of taking inventory will be made 
easier; overhead expense will de- 
crease and efficiency increase. 

“If a dozen articles cost a dealer 
$1.67 it takes him some minutes to 
compute the cost of one of them and 
find it is $.1891+; but if ten of the 
same articles cost him $1.89 he 
knows the unit cost instantly. 

“The use of the decimal system 
will mean that standard packages will 
contain one, 10, 100, or 1000 pieces.” 

* * * 


Electric Appliance Announces 
Promotions 
Announcement is made by the 
Electric Appliance Co. of San Fran- 
cisco that C. C. Hillis has been 
elected president and treasurer; F. J. 
Cram, secretary and assistant man- 
ager; G. A. Anderson has been ap- 
pointed sales manager, and C. C. 

Hillis, Jr., City sales manager. 
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Clamp the Moon Clamp Lamp Has 


Different from any other—a new prin- onl Everybody likes it on sight. Nothing 
ciple Spring Clamp and square flat base. cheap about it except the price. Fine 
Attaches by heating pressure of fingers— furniture steel, brass finished and lac- 
instantly! Clamps to anything as thin as quered. Association two-piece plug. Six 
a sheet of paper or thick as a four-inch : ; 
post. It will take more positions and at- feet cord. Clamping surfaces covered 
tach more places than any other lamp. with felt. Height 12 inches. Price to 
Clamp, shade and standard are adjust- dealer only $1.30. Each lamp in individ- 
able. The most useful lamp and easiest 


8 
to sell. Stands, hangs, clamps. For TY t l 
homes, offices, shops. e al of 12 lamps. 


JOBBERS e The holidays’ business on the new MOON Clamp et will be tremen- 


ual carton. Write for shipping package 


dous. Get hold of it. Write or wire for Salesmen’s Samples NOW. 


The Moon Loud Speaker is the Most 
Successful Non-Magnetic Instrument 


Now entering its second year of successful performance. Thousands of en- 
thusiastic users have been spreading its fame—everywhere. It is the Loud 
Speaker that radio fans will ask for. Be ready. Display it and you'll get 
the Loud Speaker business and profits. Highly decorative. Stands 15 
inches high. Made of heavy aluminum. Heavy black iron sound chan- 
nels. Made in two types—for single or double phone connections. Your 
price only $5.00. Ask your jobber or write us for sample. 


WILSON UTENSIL COMPANY 
DAYTON, OHIO | 


Manufacturers: Mceon Clamr Lamp, Moon Loud Speaker. 
Silvee Moon Cooking Combination 
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Another Vulcan Product 


A New Pin Type 
Flush Receptacle 
No. 104 


Another new Vulcan product—a flush receptacle 
superior in quality and workmanship.  Ter- 
minals are of extra heavy brass with long screws 
for wiring. Contacts are of spring phosphorous 
bronze and insure a perfect contact. 


The main feature of this receptacle is the ear 
which is made of extra heavy brass and can be 
inserted in the loom box by putting the screws 
in the box first and placing the receptacle in 
afterwards. 


A great time saver for the electriclian—a money 
maker for the jobber and his salesmen. 


Flush Receptacle 
No. 1708 


Constructed of the finest materials and has extra heavy terminals. 
The ears are the same as in the pin type receptacle. 


Cleat Receptacle 
No. 50715 


A high grade cleat receptacle with heavy screws—carefully con- 
structed throughout. 


Cut Out Block 


No. 1935 


The cut out block has extra heavy terminals and screws. A high 
grade cut out block well made and easy to sell. 


Vulcan Products are the jobbers’ “best bet’’— 


quality products with a reputation. Talk them to 
your trade. Samples on request. 


The Vulcan Electric Mfg. Co. 


36 W. State St. Akron, Ohio 


















We don’t know whether Blue Monday 


| had anything to do with the serious look 


on the faces of these two chaps. Really) 
they are not as serious as they look. The 
one to the left is T. E. Miller, and the 
one under the cap to the right is Glenn 
Gibbs. Both of the Myers Electric Suppl) 
Co. of Los Angeles. 





Mahomet and the 
Mountain 


(Continued from page i2) 
idea the first time you talk to him. 
hit him with it again on your next 
call until sooner or later he is willing 


| to give it a trial. 


How often you must wish, when 


_ you call on certain slow moving deal- 


ers, that you could change jobs with 
them just long enough to demonstrate 
how much business might be don 


| through their establishments. You 


see opportunities galore in their lo 
calities for the sale of electrical mer 


| chandise; their towns are full of peo 
| ple who lack electrical equipment and 
who could be persuaded to buy it. 








A close-up of M. A. Curran, manage! 
(left) and A. R. Loughborough, sales man 
ager of the Western Electric Co., Cincin 


| nati. There was one busier man in th 


! world than A. R., but he died. 
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ompetitive Bids 
Sacrificing Profits 


Your competitors who figure on using ordinary boxes 
haven’t a chance to meet your figures and come out 
with a profit on the job, provided you use “Gem” Switch 
Boxes. For labor is the big item in a wiring job. And 
no other box can be installed so quickly as the “Gem’’. 


There is no chasing back and forth to the shop for dif- 
ferent sized boxes, or waiting for new ones to arrive, 
when you use the “Gem”. You can take along a sup- 
ply of single boxes and convert them into two or three- 
gang boxes right on the job, when necessary, by remov- 
ing one side and clamping on additional units. The 
only tool needed is a screw-driver. 


If extra sides accumulate, you can order additional units to make 
up complete boxes, so there will be no parts wasted. 
y | i} = ‘ : 
! Mi It is impossible to put the box together wrong because all sides are 
(HN interchangeable. 


Vee 
nfl HAH 
— 
—— ——— ee . . . . . . 
| SST <= There is no time wasted in removing knock-outs, either. A single 


blow of a hammer does the job. Boxes are all true to size, and 
screw holes are accurately tapped. 

“Gem” Sectional Boxes can be used for either new or old work by 
simply reversing the ears. 


Hl 


0 


lin | 





NOTICE TO JOBBERS AND DEALERS 


‘“‘Gem’’ Switch Boxes are protected by U. S. Letters 
Patent. Beware of imitations. 
All infringers will be vigorously prosecuted. 


The genuine boxes bear our trade mark ‘‘GEM’’ 
and are packed in individual green cartons bearing 


the name. 











Other advantages are explained in our 


Catalog No. 29. Send for a copy. 


| * 
SECTIONAL «chicago Fuse Mfg. Co. 
. MANUFACTURERS ALSO OF OUTLET 
BOXES, CUT-OUT BASES, FUSE PLUGS, 
FUSE WIRE, AUTOMOBILE FUSES, RE- 
SWITCH BOXES NEWABLE AND NON-RENEWABLE FUSES. 
CHICAGO NEW YORK 


Covered by U. S. Patents 
Nos. 950502, Mar. 1, 1910, 
and 1016025, Feb. 13, 1912 





TRADE MARK 
““Gem”’ B Box 
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Ben Franklin’s key-tailed kite started something. It 
showed the world the wonders of electricity—but it re- 
mained for Edison to finish the job of enlightenment. 


The permanently bound catalog started something also 
—the value of the printed word in business. Then it 
took the loose-leaf system to perfect the catalog—ex- 
actly as Edison developed the practicability of electricity. 


Today, thousands of Heinn-Badger Binders are being 
used by electrical manufacturers and jobbers every- 
where. Jt is the only system for both salesmen and 
general trade use. Consider merely these main points 
of outstanding superiority. 


The catalog is renewed day by day as required, and it 
lasts year after year. Merchandise and prices are in- 
stantly listed, changed or removed. (The permanently 
bound catalog is bound for keeps). 


Bigger, steadier profits are realized. (The permanently 
bound catalog only scratches the surface of sales possi- 
bilities). 


If you still have a “Ben Franklin” catalog, it’s time to 
finish the job you’ve started. Be progressive and enjoy 
the advantages of the loose-leaf system. Write for 
complete information now—it will not obligate you in 
any way. 


The Heinn Company 


Originators of the loose-leaf system of cataloging 


» 


351 Florida St. dosico Milwaukee, Wis. 
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The Kitchen Lighting Campaig: 
might well be the starter for openin: 
up these rich opportunities. 

This business is like the mountai:, 
Mohamet vainly commanded to com 
to him. It has no volition; no motiv: 
power, yet if the dealer will emulat. 
Mohamet, there is nothing to preven! 
him from putting on his hat and go 
ing to this mountain of business. And 
this particular mountain happens t. 
be honey-combed with gold. 





Speaking of Co-Operation 
(Continued from page 14) 
water heater and had an outlet put 
on the pole at the corner. I can con 
nect the hose to the hydrant on the 


-court house lawn and with the elec 


tric heater we'll have all of the hot 
water necessary. You stay here and 
‘tend store and I'll pull off the dem- 
onstration.” 

The truck landed at the court 
house corner just before nine o’clock 
and people were coming from every 
direction—some little, some big, 
some black and some white. By the 
time everything was in readiness thie 
whole square was a pushing, jostling 
mob. Harrington grabbed the first 
bag of washing and placed the 
clothes in the washer, talking all the 


| while and explaining the merits of 








Lou Weinrib, manager of the New Yor 
office of the Cooperative Electrical Supp!) 
House, whose headquarters are in Chicagy 
This is the pioneer mail order house in tli: 
country, having been in business for mor: 
than ten years. They do not have an 


| salesmen, but, instead, they send t! 


“Coop Kid” all over the country in tli 
form of a monthly catalogue. 
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Electrical Manufacturers Should 
Reserve Space Now for the 
Third Edition 


EMF Electrical Year Book 
1924 


HE “EMF” Electrical Year Book is con- 
7a by over 8,500 prominent purchasers 

whenever they are in the market for electri- 
cal products. Advertisers thus are enabled to 
present information about their products to 
their prospects at the important moment when 
they are in the market! 


The third edition completely revised and en- 
larged:will be ready in February, 1924. 


We have a very interesting story to tell about 
the ‘““EMF”: how and when it is used and how 
it is serving its advertisers. We will welcome the 
opportunity to present these facts to any man- 
ufacturer interested in economical advertising. 


ELECTRICAL TRADE PUBLISHING CO. 
53 W. Jackson Blvd. Chicago, IIl. 


Cleveland New York City Boston Los Angeles 
603 Marshall Bldg. 280 Madison Ave. 368 Riverway 426 Byrne Bldg. 
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The New 


=~ Emerson 


Motor 
For Washing 


Machines 


CUT 82453 
A 1/4 hp. ventilated splash-proof induction 
motor with a maximum capacity 250% ofjits rating 
---split-phase clutchless type. 


SPECIAL FEATURES 


Terminals in external box, with metal cap--- 
motor easily reversed if desired. 

Base with 6 slots, for mounting by two or 
four bolts. 

Base may be remounted on top of motor for 
suspension below frame or platform, leaving oil 
wells upright. 

Complete with extra heavy (No. 16) weather- 
proof cord, separable armored plug, and 2-inch 
pulley. 

Mass production makes the price attractive. 
Write for it. 


THE EMERSON ELECTRIC MFG. CO. 


50 Church Street, New York City 2018 Washington Avenue, St. Louis, Mo. 
The Emerson Company Sells No Apparatus at Retail 














A Lamp Coloring That Will Not Fade! 


—and a profitable item to push! 


\ quick-drying—non fading—brilliant lamp coloring for incandescent lamps. 
Comes in over-sized cans so that bulb can be dipped directly in can. 


Large assortment of colors. All coloring guaranteed. 


Mr. Sales Manager—Drop us a_ line 
Wr. Jobber’s Salesman—See that he does it. 


Crown Coloring & Chemical Co. 
327 Columbus Ave., New York City 


Middle West Representative 
American Manufacturers’ Agency 
208 N. Wells St., Chicago, III. 

















the machine. He then turned the 
operation over to the colored woman 
who sat leisurely rocking until the 
first wash was done. The _ truck 
driver handed wash after wash to 
the woman and each person in turn 
received a clean lot of clothes. Har- 
rington passed around through the 
crowd distributing literature and 
cards with the wording: “South- 
port Electric Co., 124 Main street. 
sells Acme electric washers.” There 
seemed to be no end to the washings 
and it was nearly three o'clock be- 
fore the crowd thinned out. 

Harrington saw a man running u) 
the street hatless and 
as he drew near it proved to be 
Abner. 

“Say, for the love of Mike! call 
off that demonstration. I’ve sold all 
the washing machines in stock.” 


coatless and 








L eee 


George E. Brown, manager of the West 
ern Electric Co., Duluth, Minn., is a regu 
lar fellow, for, in addition to selling lots 
of apparatus, he knows where all the gooi! 
fishing is, which is not easy, even in Min 
nesota. 
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1200 Retailers | 
Prove Wavette the 
Fastest Selling 
Electric Appliance 


64,00 


Electric 
Curling Iron 
&# Waver Rod 


After all, it’s only the 
successful that get the 
encores! Wavette is one 
of the few electric appli- 
ances that is bought; it 
requires little sales ef- 
fort, and less expense to 
pile up real profits. 





















Simply show it—invite 
your customer to com- 
pare it with irons cost- 
ing twice as much—and 
pocket the profits. 


Look at the picture. 
Wavette with 
3%” rod, selling 
for $3.00 and 
Wavette Jr. with 
7s’ rod, selling 
for $2.75, both 
have detachable 
plug in handle, 
removable clamp 
(so iron can be 
used as Waver 
Rod) beautiful- 
selling ly polished nick-| 
, el finish, highly) 
electric : : | 
; ebonized black} 
appliance —e 
pig handle, genuine 
flexible cord 
world : : 
with wire guard, 
and guaranteed 


heating element. 


b is the 
: fastest 








For particulars address 





a Oy 
TheFRANKEWOLCOT! MFG.CO. 


Hartford, Conn. | 
eee — | 


Pacific Coast Agents, Western Agencies, Inc.,| 
San Francisco, if. 
Southwestern States, The Folsom Co., 
allas, Texas. 
Southern States, The Robertson Sales Co., | 
Birmingham, Ala. 


| 
| 
| 








L. H. Nixon, Apex-Rotarex department 
manager, W. W. Wheat, Portland manager 
of North Coast Electric Co. and B. A.}| 
Butterfield, division manager of the Apex | 
Electrical Distributing Co., with head- 
quarters in Seattle, Wash. 





} 

“Oh that’s all right,” nome 
Harrington, “you get another truck | 
and go over to the freight station | 
and you'll find 25 more machines. | 
The other day I wired the Standard | 
Electric Co. in Birmingham, who | 
are our jobbers on this territory, | 
to rush more machines. You know | 
what I said about co-operation.| 

“Go to the Devil,” replied Abner, 
I’m going home and going to bed 
and if anybody wants more ma- 
chines they can come around to- 
morrow. But I'll say this Harring-| 
ton, you're not the big nut that [| 
thought you- were. 
been the nut and it’s a darned good | 


I guess I've| 


thing that there hasn’t been many | 
squirrels in this town or the name | 
of Abner Green would be on a| 
tomb stone with the words “Here 
lies a nut, his shell was too thick 
to crack so he died of dry rot.” 











You will always find them a smiling 
bunch of hustlers at the Capital Electric 
Co., of Salt Lake City. Left to right are: 
Elmer Johnson; E. E. Brazier (sales 
manager); R. J. Ramsey; K. V. Laird, | 
and W. W. Stoffle. 


ELECTRIC 
Sage STEAM 


Hair Waver 


A marvel in 
its field. Easy 
to sell be- 
cause the 
Sage Wave is 
lasting. It sets the 


wave as it curls. 


Scientifically and 
mechanically cor- 
rect. 


It appeals to every 


woman ___ because 
she can easily and 
quickly produce 


with it just the size 
of wave she likes 
best, whether trav- 
elling or at home. 
Small steam pads 
steam the hair— 
a treatment which 
is especially bene- 
ficial. 


The hair does not 
come in_ contact 
with the heating elements, as the 
steam pads protect the hair from 
overheating, burning or breaking. 


THE SAGE WAVE 


stays in the hair for a long time 
because of the steaming process. 
It takes the place of the expensive 
permanent wave. 


Dealers: 


Write immediately for 
our special proposition 


Made by 
The Sage Manufacturing Co. 
5713 Euclid Ave. Cleveland, O. 





Safety 
Plu g, 
Cord and Steam- 
ing Pads are in- 
cluded in outfit. 
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HERWIG OUTDOOR LIGHTING FIXTURES | 
NEED NO FURTHER INTRODUCTION | 


Uf ad ME 
Yj EZ WH 
AN 
WAZ 
They’re known through years of profit-making asso- | 
ciation with the dealer and buying public. 


SALES AND PROFIT 


Wherever Herwig Outdoor Lighting Fixtures are sold 
they dominate the field in quality, sales and net profit. 


LINE COMPLETE 
Herwig Outdoor Lighting Fixtures include fixtures 
suitable for apartment buildings, residences, churches, 
institutions, industrial plants, garages, etc. The line 
is unusually complete. 





No need for jobbers to carry big stocks—orders 
quickly filled and shipped. 


We have prepared 4 new catalog sheets, 
printed on both sides, for your catalog. 
Ask your sales manager to get a set for you. 
Catalog No. 12 will be sent on request. 


HERWIG ART SHADE & LAMP CO. 


2140 N. Halsted Street 
Chicago Illinois 
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TO BUY AND SELL 
ON TEST REPORT 


























From Seattle to San Diego—anywhere 
along the Pacific Coast—Hughie Duff 
needs no introduction to the electrical 
jobbing fraternity. Hughie is with the 
Fobes Supply Co., at Oakland, Calif. 


Jobbers’ Salesmen Race to 
Nela Park 


On September 1 all salesmen for 
National Lamp Works jobbers, or B 
Agents, participating in the cam- 
paign, are privileged to start in a 
10,000 mile race, the goal of which 
is a week in camp at Nela Park dur- 
ing the summer camp season of 1924. 
The men compete only with them- 
selves for new business, and all the 

















Mr. and Mrs. J. Kline of the Western 
Light & Fixture Co. Los Angeles enjoy- 
ing the scenery at Del Monte California 
during the recent meeting of the Pacific 
Division of the E. S. J. A. 
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Not even the camera man knows what 
the discussion was all about. But it 
seems to be a serious affair. Left to right 
are K. V. Laird; next to him Elmer 
Johnson; the one with his back to the 
camera and who seems to be doing all the 
talking is R. T. Ramsey; on the extreme 
right, deep in thought, is W. W. Stoffle. 
\ll are with the Capital Electric Co, Salt 
Lake City. 





way along the 10,000 mile journey 
they pick up valuable souvenirs. 

On-to-Nela is in the nature of 
cross-country trip. The big idea is to 
get to Nela. At the start it is as- 
sumed that every salesman is 10,000 
miles distant. Every dollar of new 
business under the regulations of the 
company as to what constitutes new 
business, according to the following 
schedule gets him one mile closer to 
Nela. 

This is the rate of travel: 

1) 100 miles for every new ap- 
proved direct or indirect Form E 
lamp contract ($150 or larger) ob- 
tained during the campaign. 








\ll four working in the interests of 
Doubleday-Hill Electric Co., Pittsburgh. 
Left to right: H. E. Gledhill, H. E. Slack, 
\. Flivver and R. C. Eckert who is turn- 
ing up his nose because he has a Dodge. 

































Build Sales With SEMCO 


SEMCO Meters will build up a safe meter 
market for you out of your satisfied Central 
Station customers. Send today for our 
descriptive Bulletin No. 20. 


Sewickley Electric Manufacturing Co. 
Sewickley, Pennsylvania 











STERLING 


ELECTRICAL 


Christmas Suggestions 
for the Dealer Who Wants 


Something different 
something superior 
something profitable 


Now is the time to offer your trade real Xmas& 
items. Clip this ad to paste in your order 
book or handy to present when you get the 
question: ‘‘What’s good for the holidays?’’ 
You are assured that every ‘‘Sterling’’ product 
will give your customer, his customers and you 
full satisfaction. 


STERLING HEATING PADS 
A heating pad in which beauty stands second 
only to electrical perfection. Definite yearly 
guarantees. Single and Three Heat control. 
Can be folded without short-circuiting. Prices 
astonishingly low. 

STERLING VIOLET RAY OUTFITS 
Several styles, all beautifully designed and 
thoroughly efficient. Also ozone generators. 

DU CHARME ELECTRIC CHEFS 











































A waffle mold with a hot plate top prepares 
practically all food that the average gas 
range does—except baking. 

We also manufacture Sterling ‘‘Tri-State’’ 
Electric Irons, “Triple Heat’’ Electric 
Blankets, and other Electrical Heating Ap- 
pliances. 









7 Rbhe Sterling Hectrical¢ 
West 28 & Church 
Gleveland-Ohio= 
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Want to be 
Posted on the 


ROGERS 


Economical 


HOUSEHOLD HEATER 


S OONER or later you'll be asked about 








this new heater de luxe. Rather 

embarrassing — not to mention the 
possibility of lost profit—to be unpre- 
pared when an inquiry crops up. 
Why not let us give you the complete 
story of the Rogers Household Heater. 
Honest, gentlemen, it’s out of the ordi- 
nary class—something strikingly different 
and superior. A real heater from the 
base of its four legs to the genuine 
Nichrome Element. 
Heat! Just try it—makes you feel as 
though old Sol himself were intensifying 


his rays through a magnifying glass. 
Quick—snappy heating power. Polished 
copper reflector. Guaranteed right in 


every respect. List price, $7.50. 


OTHER ROGERS’ AUTOMATIC 
SELLERS 


Rogers Quality Hot Plate 
Rogers Electric Curling Iron 
Rogers Thermo Vapor Massage* 
Rogers Violet Ray Generators 
*Something New 


You'll 
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Clip and pin to your letterhead 
for good news 


ABBBRRREARRRERRRERBRERRR EERE EEE SE 


The Rogers Electric Laboratories Co., 
2015 E. 65th St., 

Cleveland, Ohio, 

Gentlemen: 

Send me complete information regarding the 
Opportunities with your Household Heater, 
(Check other items also) 

{) Rogers Hot Plates. 

{) Rogers Curling trons. 

[) Rogers Thermo Vapor Massage. 

() Rogers Violet Rays. 

Name 
Company 


Ca sss Tec SS 





. _ - Se | 
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Some of the men at the New York office of the Peerless Light Co. This company 
has its home office in Chicago, with branches in New York, San Francisco and St. 
Louis. From left to right: L. Cohn, general manager; M. Lissman, fixture specialist ; 
A. Cohn, store manager; A. Herkowitz, secretary and treasurer; Jack Greenberg, 
sales manager; M. P. Marx and J. H. Schwartz, salesmen; R. L. Bradbury, purchas 
ing agent, and J. Better and N. Jacobs, salesmen. 





(2) 1 mile (additional) for each 
dollar’s worth (face value) of Form 
E contracts ($150 or larger) signed 
up during the campaign. 

(3) 50 miles for every new ap- 
proved Form E lamp contract (less 
than $150) obtained during the cam- 
paign. 

(4) 100 miles for every new ap- 
proved Form A agent signed up dur- 
ing the campaign. 

(5) 50 miles for every new ap- 
proved Probationary A Agent signed 
up during the campaign. 

(6) 1 mile (additional) for each 
dollar’s worth of lamp sales reported 
by new Form A and Probationary A 
Agents who have been signed up dur- 
ing the campaign. 

There is also bonus mileage: 

(1) Every new subscription se- 
cured during the campaign for the 
Twelve-Times-Trims window service, 
counts for 25 miles. 

(2) Every sale during the cam- 


paign of a lamp demonstrator counts 
for 25 miles. 

.(8) Every sale during the cam 
paign of a store-front lantern counts 
for 25 miles. 

(4) Every A Agent who qualifies 
during the campaign as a 4-Star 
Agent and is awarded the 4-Star 
diploma gives the salesman handling 
the business a credit of 100 miles. 
No diploma will be awarded, how 
ever, unless the salesman fills out and 
sends in one of the regular 4-Star 
merchandising report forms on the 
agent under consideration. 

The contest ends March 1, 1924. 

Souvenirs are given en route, being 
useful premiums, starting with an 
improved tooth brush and case for 
250 miles and ending with a Glad- 
stone bag at 9,000 miles. At 9,000 
miles the salesman is so close to the 
goal that he will in all probabilits 
need a new bag for the trip to Nela 


Park. 














This picture shows the sales force of the Alpha Electric Co., 151 W. 30th street, 


New York City. 


Leaving out of consideration the seventh man from the left, who 


is no longer with the company, the individuals may be identified from left to right 
as follows: Sherman; Nelson; Halstead; Crossman; Umbach; Silverman; Wright: 


McCourt; Royston; Kutzelman; 


Ingalls; 


Nisbet; Zuker; Leimbach; Sweeney: 


Dunklin (of Westinghouse); Taub, and O’Brien. 
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ELECTRIC SUCTION 


CLEANER 











The FOUR ACES 


of the Electrical Appliance 


Industry 








RSTAREX Kook-Rite 


ELECTRIC 


THE APEX ELECTRICAL DISTRIBUTING COMPANY, 1061 E. 152nd ST., CLEVELAND, OHIO 


FACTORIES AT CLEVELAND, O., MUNCIE, IND., AND TORONTO, CANADA 
Copyright 1923, The Apex Electrical Mfg. Co. 
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Edited by “SE-AR-DE” himself 








Price 000 
Pay No More 








How Manufacturers’ Literature Helped 
This Salesman Sell More Radio Parts 








Some Few Pointers Regarding 
Our Variable Condensers 


There are condensers and con- 
densers on the market at the 
present time, in most cases one is 
a Chinese copy of the other. We 
have endeavored to put out a con- 
denser using the best material 
throughout and have kept the de- 
sign as distinctive as possible. 


When recommending a conden- 
ser to a customer you should be 
guided by several details, first and 
foremost is the kind of dielectric 
used to insulate the rotor plates 
from the stator. We use metal 
end plates with hard rubber insu 
lation instead of sheet or moulded 
bakelite. This perhaps does not 
mean much to you but it is one 
of the vital factors effecting the 
efficiency. Assuming our conden- 
ser has an efficiency of 80% we 
found by changing to bakelite in- 
sulation that the © efficiency 
dropped to 50%. 





We pigtail our rotors besides 
using a friction contact. This 
pigtail prevents the frying sound 
which is noticeable in friction 
contacts. All wear can be taken 
care of by means of cone bear- 
ings. All parts held to an accu- 
racy of .0005 of an inch. 


The Important Value of a Man- 
ufacturer’s Trade Mark 


The name SE-AR-DE on a piece of 
radio apparatus has the same meaning 
that “Sterling” has on silver” or 
“Cadillac” on an automobile. 


It stands for SERVICE and QUAL- 
ITY. It is a distinctive trade mark 
ind stands for distinctive radio ap- 


Jaratus 


When you sell your’ dealer a 
SE-AR-DE Trade Marked apparatus 
you are building up business for your: 
self and your house because the dealer 


stand up and meet every test. 
It is not genuine SE-AR-DE ap- 


paratus unless it bears the GREEN 
TAG with the diamond SE-AR-DE 


| trade mark. 





Recently I attended the month- 
ly sales meeting of a large wes- 
tern jobber, and this particular 
meeting was devoted to radio 
sales plans. They staged a sell- 
ing demonstration between two 
of the salesmen, one taking the 
part of the dealer and the other 
the Jobbers salesman. I noticed 
that the Jobbers salesman was ex- 
ceedingly well posted, not only on 
the selling end of his canvass but 
the technical details as well. Af- 
ter the meeting broke up I en- 
gaged this chap in conversation 
and said, “I noticed that you were 
pretty well posted on the lines 
your house represents, not only 
the selling angle but the technical 
details as well. Are you a tech. 
graduate?” 

With a quiet laugh he replied, 
“Two years ago when I came 
with this company I didn’t know 
a darn thing about radio, but as 
I would have to sell it I made up 
my mind to learn all that I could 
about it, so that my dealers would 
have confidence in me when I rec- 
ommended a certain line. I sent 
for all the manufacturers catalogs 
of the lines we carried and made 
it a point to read all their trade 
paper advertising as well and in 
general keep myself posted on the 
latest developments. And if every 
Jobbers salesman would only 
take advantage of the manufac- 


'turers catalogs and other litera- 


knows that SE-AR-DE apparatus will| ture I feel confident that they 


would be able to present a much 
better sales story to the dealer.” 

Have YOU the latest SE-AR- 
DE catalog in your portfolio? If 
not, drop us a line and we'll be 
glad to mail you one. 





R. MITCHELL CO. 
255 Atlantic Ave. 


For 47 years Manufacturers of Scientific and other equipment 





Look for trade mark on every piece 





Boston, Mass. 
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To-day and 
Tomorrow ~fo help you sell 
the Moe-Bridges Focalife 


Publicity to help you sell. Sales producing dis- 
play advertising in the publications pictured above 
that reach the dealers in your territory with forceful 
selling talks. Also a comprehensive series of direct- 
by-mail literature to dealers, pointing out the many 
advantages which are theirs in selling the Moe-Bridges 
“Focalite” with its externally adjusted lamp focusing 
device. 


Publicity that works every day. Advertising today 
to help you make a profit; and tomorrow, more far 
reaching publicity that will keep your dealers sold on 
this new product. Advertising that will keep them 
selling this product to their customers every day. 


“Focalite” is produced in two standard finishes,— 
Statuary Bronze and Brush Brass. 


Packed in neat, compact, individual cartons,— 
convenient to handle,—ideal for your stock room. 
I'welve cartons to a standard shipping package. 


Ask us to tell you about our attractive Jobber’s 
proposition, 


me eeeeeee,. \ ( | 
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Electric, ra) 
Retailing 
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Perfect illumination eas- 
ily obtained with this ea- 
ternally adjusted focusing 
feature. 


The simple turning of 
the set screw outside the 
Fixture, lowers or raises the 
lamp as the case requires 
and insures perfect light 
distribution and the max- 
imum efficiency for the 
lamp wattage used. 
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Service yy » FOR YOU! 


: Wieror Al Winy We | 3 65 


mea to Make aga 
_°7 ia Inquiries in Ten Days On 


~s VICTOR TELEPHONE 







and 


) 5 ACE RADIO A and B 


cae BATTERIES 


URING the month of August, 8500 broadsides were mailed to 
telephone companies in the United States. In less than 10 
days we received 365 inquiries amongst which were actual bona 


fide orders, each for quantities of not less than one-half barrel of 
VICTOR Telephone and ACE Radio A and B Batteries. 











An astonishing reception—a gratifying result—positive proof of 
users preference and confidence in VICTOR Telephone and ACE 
Radio A and B Batteries. And every one of the 365 inquiries and 
orders were turned over to our legitimate jobbers in the respective 
territories producing the inquiries. 


One hundred of the above mentioned inquiries were on ACE 
Radio A and B Batteries, a certain indication that the Radio 
Season is opening up. The demand is going to be great for ACE 
Radio A and B Batteries. More C. P. C. publicity will send the 
public to dealers demanding ACE Radio A and B Batteries. 


Be sure you can meet the increased dealer demand 
from your territory—Order your stocks at once. 


’ 
C—O ——— 


= Carbon Products © 


LANCASTER, OnIO 
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SHELF :}GOOD 





I am Editor of these jokes. I’ll build new ones long as I can, then dust off some old ones. No explanations or diagrams. Laugh 


at ’em as they are, or give em the razz if you must; I can’t be bothered with making repairs. 


Conductor (loudly): Fare!! 

Tired Baseball Fan (waking up): Yer 
a liar! Foul by six feet! 

* * - 

Lady (waiting for her car): If I touch 
this wire, will I get a shock? 

Mechanic: Yes, but if you want a real 
shock, stick around till I pound my finger. 
* * * 

Head Barber: These here invisible hose, 
Mame, how do the girls find ’em in the 
morning? 

Manicure: Pretty chilly, son, pretty 
chilly ! 

* * * 

Reporter: There’s a woman outside with 
a horsewhip, looking for you. Says you 
ran her engagement Sunday, and left the 


66599 


i’ out of her name. 

Editor: Nothing in that to rave over, 
is there? 

Reporter: Heavens, yes, man! Her 
name’s LOUISE! 

* * * 

Customer: I want this card to go with 
that toaster. What do you put on a card 
with a wedding prseent? 

Chorus of Married Men: A big piece of 
crape!! 

* * * 

Mike: I'll not come in this theayter 
agin, 

Pat: Why not, Mike? 

Mike: The sign there says if there’s a 
blaze, ye shud walk slowly out through 
the foyer. 

* #* * 
A guy I hate most heartily 
Is Al-o-y-sius Bunch, 
When he sees me with a toothpick 
. He invites me out to lunch. 
* * * 

Hardware Clerk (to woman who has 
looked over about everything without 
buying)—Excuse me, madam, but are 
you shopping here? 

Customer—Certainly. 
think I am doing? 

Clerk—I thought perhaps you might 
be taking an inventory. 

* * 

A colored man charged with speeding 
came before a Detroit judge recently. 

“How fast were you going?” demanded 
the judge. 

“Bout 60 or 65 miles an hour,” came the 
reluctant reply. 

“What kind of a car do you drive?” 

“Ford.” 

“What do you mean by lying to the 
court? No Ford can travel that fast.” 

“Boss, that’s where you’re wrong. My 
car’s had some of them Packard glands 
grafted on to it.” 

* * * 

He wondered why “The Blue Danube 
Waltz” didn’t sound just right. Then he 
found he had plugged in the two-step am- 
plifier. 


What do you 


Counter Salesman: Beg pardon, Mr. 
Dunbar, there’s a spider on your hat. 


Customer: That’s no sign there’s cob- 
webs on my brain. C’mon, gimme service!! 
+ * * 

The sporting editor received the fol- 
lowing inquiry from a baseball fan: “If 
the ball hits the umpire on foul ground, 
what happens?” To which the editor re- 
plied: ‘No matter where it hits him, the 

fans cheer.” 
* * * 

Stenographer (reading newspaper): 
“Unknown Inventor Wants Credit for 
Wireless.” 


Credit Man (dreaming of bad debts): 
Don’t give him a nickel’s worth.. Inventors 
never pay up! 

* * * 


” 


“What were they scrapping about? 
asked the Innocent Bystander, crawling 
from under the Press Table. “Why,” re- 
plied the Bailiff, wiping his face and put- 
ting away his gun, “the defendant’s 
lawyer referred to his opponent as ‘the 
Persecuting Attorney.’ ” 

* * * 


Lawyer: You insist that the negro you 
saw escaping from this crap game was 
a mulatto? 

Mose: Yassah! He was bery light. 

Lawyer: But it has been shown that 
all the parties in this game were very 
black. 

Mose (doggedly): Ah cain’t he’p dat; 
dis nigger was yaller! 

Lawyer: But—— 

Judge (wearily): Perhaps, gentlemen, 
the change in color was due to the fact 
that the player in question had _ been 
“faded” so many times. 

* * * 

Customer: Give me a 20-ampere fuse 
plug. 

Boob McNutt: Sorry, we’re out of 20's; 
here’s two 10's. 

+ * * 

Sales Manager (flopping down at Pur- 
chasing Agent’s desk): Gosh! I’m all out 
of breath! 

P. A. (absentmindedly): Don’t worry, 
I’ve got a carload ordered. 

* * * 

Waitress (in country hotel): What’ll 
you have for des’-ert? 

Witty Drummer: Bring me a cactus 
and some white sand. 

Man Across the Table: Haw! Haw! 
Haw! 

Waitress (indignantly): Will you 
kindly order your des-ert? 

* * * 

Sweet Young Thing: Were you scared 
in the trenches? 

Ex-doughboy: Say, I like to died of 
fright once. A shell just missed our 
kitchen. 

* * * 

We ought to sell lots of fire extin- 
guishers this fall. Federal agents found 
one full of Johnnie Walker. 


Harp Luck Sam. 


A Scotchman and an Australian were 
discussing the conditions in Scotland and 
the commonwealth. 


The Scot said he understood there were 
many Scotchmen in Australia. 

“Yes,” replied the Australian, “but the 
worst feature is the rabbits.” 

* * * 

Customer—“Where is the other barber 
you formerly had here? The one who used 
to tell the funny stories?” 

Barber—“‘He got too ambitious. He 
started to illustrate the funny stories with 
cuts.” 





* * * 


For twenty years two business men in 
Vienna met every day at the Schnitzelphatz 
cafe for luncheon, and after the dishes 
were cleared away, they would indulge in 
a game of chess. And every day for ten 
years a young man, a stranger to both 
players, would draw up a chair and watch 
them in silence. 


Finally one day one of the old gentle- 
men failed to make an appearance, and, 
after waiting a decent length of time, the 
other turned to the young man who sat 
waiting for the game to begin, speaking to 
him for the first time since he had been 
spectator. “My partner may not appear 
today. Would you care to play a game 


5) 


with me? 


“Sorry,” the young man replied, “but 
I don’t know the game.” 
* - * 


A man who believed he knew all about 
parrots undertook to teach what he thought 
to be a young mute bird to say “Hello!” 
in one lesson. 

Going up to its cage, he repeated that 
word in a clear voice for several minutes, 
the parrot paying not the slightest at- 
tention. 


At the final “Hello!” the bird opened 
one eye, gazed at the man, and snapped 
out, “Line’s busy.” 

* * * 

A Park Avenue apartment house which 
goes in for flunkeys, recently blossomed 
out with a new doorman. When a gentle- 
man called and asked to see Mrs. Brown, 
the new attendant, true to his calling, de- 
tained him with the customary, “But is 
Mrs. Brown expecting you?” 

The caller withered him with a glance. 

“My good man,” he said, “Mrs. 
Brown was expecting me before I was 
born. She is my mother.” 

* * + 

D. A. R. (Proudly): My grandmother 
had a silk dress so fine it could be drawn 
through a wedding ring. 

Freshman (Scornfully): That’s nothing. 
My sweetie’s got a ball gown you could 
throw through the eye of a needle. 

* + * 

Angry voice from cellar: What’s hold- 
ing the elevator? 

Man on fourth floor: The cables, 
dumbell, the cables; did you think it was 
a balloon? 


<a i 
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Safety Switch Manufacturers 
Combine on Service-En- 
trance Unit 

A new service-entrance unit which 
combines all the functions necessary 
to complete service connection and 
distribution, will be manufactured by 
four prominent manufacturing com- 
panies in the safety-switch field, 
namely: the Johns-Pratt Co., the 
Square D Co., the Trumbull Electric 
& Mfg. Co. and the Westinghouse 
Electric & Mfg. Co. This announce- 
ment was made by the Johns-Pratt 
Co., Hartford, Conn., licensor of the 
device. The. manufacturers believe 
that the combination in a single com- 
pact safety switch of the features 
now provided only in several separ- 
ate units offers opportunity for a dis- 
tinct economy in manufacture as well 
as in installation practice. In addi- 
tion they point out that this unit 
should also make for uniformity of 
practice, whether the installations be 
made by the central station, the con- 
tractor or the consumer. These manu- 
facturers also believe that the uni- 
formity of their combined production 
on this single device will have a far- 
reaching influence on the promotion 
of the idea of standardization and 
provide an example of the application 
of an economic principle. 





A Close Finish in the Milk- 
Drinking Contest. 


NewiProducts,:Literat ure; etc: 








Magee Range Sales Increase 

Electric range sales are running 
ahead of last year by at least 25 per 
cent is the report of R. P. Burton, 
vice-president of the Magee Furnace 
Co., Boston. This company has been 
obliged to increase its factory at 
Taunton, Mass., by an addition of 25 
ft. by 140 ft. This gives greater 
foundry facilities. 

“Straight” electric ranges are in 
demand by the public, which is also 
interested in some extent in com- 
bination coal and electric ranges. 
The main drawback to selling the 
latter, however, is the double ex- 
pense of wiring and gas pipe connec- 
tions. 

Tabler & Lyons, Inc., of 315 Bar- 
rome street, New Orleans, manufac- 
turers’ agents, have been appointed 
representatives of the Magee com- 
pany for Alabama, Arkansas, Flor- 
ida, Louisiana and Mississippi. 

* * * 


Joint Outing of Westinghouse 
and McCarthy Bros. & Ford 


Below are some photographs taken 
at the recent joint outing of 
McCarthy Bros. & Ford of Buffalo 
with the Westinghouse Electric & 
Mfg. Co., the former being Westing- 
house agent-jobbers. The outing was 
held at Woodcliffe Club, one of the 





a h.. 





most beautiful semi-private resorts 
on the Lake Erie shore. About 400 
employes of McCarthy Bros. & Ford 
with their families attended. There 
was an excellent program of sports 
and amusing events and everyone 
had a most enjoyable time. 
Er ae 


“Bull Dog” Registered 


The Illinois Electric Porcelain Co., 
Macomb, IIl., the well-known manu- 
facturers of porcelain insulators and 
other percelain products, announces 
that it has secured registration of its 
trade mark, “Bull Dog,” which it has 
used on its assembled split knob for 
a good many years. 

Cire 


Aladdin Recovers After Serious 
Fire 

Fire destroyed the plant of the 
Aladdin Manufacturing Co., Muncie, 
Ind., on September 4, with the excep- 
tion of a new steel Truscon fireproof 
building, completed this last summer. 
While the fire loss was considerable, 
they were only shut down 10 days. 
They now have their production of 
Aladdin lamps back to the quantities 
being turned out just prior to the fire 
and will be able to take care of their 
Fall and holiday requirements in spite 
of their misfortune. 





Committee in Charge of Arrangements of Joint Outing— 
Westinghouse and McCarthy Bros. & Ford. 





Ed. O’Dea, as “King 
Nut,” and Jack Burn’s 
Daughter Geraldine. 
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Sales Palace On 10,000-Mile 
Trip 

An innovation which will no doubt 
be used extensively by manufacturers 
in many lines of industry, makes its 
appearance in the electrical field. A 
special “‘sales palace,” designed by 
B. J. Myers for the Peerless Light 
Co. of Chicago, New York, San 
Francisco and St. Louis combines 
outside show windows with sample 


lines of 37 nationally known, and [ 
nationally advertised electrical and | 


radio manufacturers and a _ special 
radio installation allowing radio 
concerts to be given anywhere, re- 
gardless of location. A special col- 
lapsible antenna and receiver allows 


the small dealer in the small town to | 


get acquainted with radio in its vari- 
ous phases. In the past, electrical 
supplies and radio accessories were 
sold from catalogs and illustrations 
—now the dealer sees the actual mer- 
chandise. 

The “sales palace” is a two-ton 
truck with a special body, finished in 
ivory and gold. The trip will include 
hundreds of cities and villages from 
coast to coast, covering approxi- 
mately 10,000 miles, Mr. Myers, with 
two assistants, leaving Chicago, Sep- 
tember 4 is routed due west to Daven- 
port, Ia., south to St. Louis, west by 
way of Kansas City, Los Angeles, 
San Francisco, up along the Pacific 
coast, then east to New England, 
south to Tampa, and back to Chi- 
cago. It is estimated that it will 
take about one and a half years to 
complete the trip. Besides calling 
on the electrical, radio and hardware 
trade, open air radio concerts will be 





B. J. Myers, of the Peerless Light Co., 
Who, With Two Assistants, Will Travel 
With the Palace. 


given evenings, either in front of the 
leading evening paper, or a prominent 
hotel in each city. 

The following manufacturers are 
-epresented: 

American Hard Rubber Co.; Chi- 
cago Flexible Shaf' Co.; Columbia 
Radio Corp.; True-Tone Manufac- 
turing Co.; Telephone Maintenance 
Co.; Trimm Radio Mfg. Co.; Brem- 
mer-Tully Radio Co.; Carter Radio 
Co.; Rauland Mfg. Co.; Howard 
Radio Co.; Jewel Electrical Instru- 
ment Co.; Hafner Mfg. Co.; Electri- 
cal Research Laboratories; Acme 
Lamp Shade Co.; Triangle Electrical 
Appliance Co.; Walbert Mfg. Co.; 
Industrial Heating Co.; Northern 
Electrical Co.; Premier Electrical 
Co.; Inland Glass Co.; National X- 


“Sales Palace” Fitted With Collapsible Antenna, Which Is On a 10,000-Mile 
Tour in Behalf of 37 Radio and Other Manufacturers. 














AND 


“AMERICAN 
BRAND” 


Weatherproof and 
Bare Copper Wire 
and Cables 


Orders Follow 


No jobbers’ salesman carrying 
magnet, weatherproof and bare 
copper wire and cables ever had 
more to offer his trade than you 
men who carry A-| and “‘Amer- 
ican Brand.” 


Time tested and service proven, 
lasts longer on the line and 
builds valuable good will with 


your customers. 


Orders follow a quality prod- 
ucts once established. 


A sample will impress you with 
the truth of these facts. May 
we send you a sample of each? 


American Insulated 


Wire & Cable Co. 


CHICAGO 











“AMERICAN BRAND” 


WEATHERPROOF WIRE AND CABLES 
* HAS NO EQUAL 
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New Electrical Products, Illustrated 
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The Quadrangle Mfg. Co., 553 West 
Monroe street, Chicago, has devel- 
oped a socket reflector equipped with 
a sliding socket which is designed 
for use with either a 100-watt or 
200-watt lamp in the same reflector. 
The socket is made of porcelain with 
mountings entirely of brass. The 
rods on which the socket slides have 
two sets of notches into which the 
clamps fit when the socket is pushed 
up or down. The distance between 
notches is % in., which corresponds 
closely to the difference in filament 
length between the 75-watt or 100- 
watt or between the 150 or 200- 
watt lamp. One size will serve the 
75 to 150-watt lamps and the larger 
size takes care of the 150 to 200-watt 
lamps. The position of the socket 
can be readily changed even after 
the reflector is installed. 









A method of drying clothes 
quickly is now supplied by the 
“Bock” electric clothes drier. which 
has just been placed on the market 
by the Bock Laundry Machine Co., 
l'oledo, Ohio. The clothes are taken 
dripping wet from the tub and 
placed in the basket of the drier. 
I'he basket is then rotated at 2,200 
revolutions per minute by a 4 
horsepower motor and at the end of 
six minutes the clothes may be re- 
moved from the machine with just 
the right, even dampness for iron- 
ing, the water having been whirled 
out by centrifugal action. As the 
clothes do not move at all with re- 
spect to the basket there is no 
wear whatever upon them. 


Herewith are featured _ the 
“H & H” tumbler switches devel- 
oped by the Hart & Hegeman Mfg. 
Co., 342 Capitol avenue, Hartford, 
Conn. They are designed especially 
for shallow partition work in a 1',- 
in. wall box or for handy manipula- 
tion in a 2-in. box, and it is claimed 
that no deep base switch so nicely 
fits the need. 














The New Amsterdam Electric Co., 
Inc., 91 Chambers street, New York 
City, is manufacturing the “Ileite” 
double or plural service plug. This 
new device is made of bakelite or 
composition, is small and neat in ap- 
pearance and permits the use of 
screw type shade holder and shade. 
The plugs are packed in attractive 
display cartons. 
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The F. W. Wakefield Brass Co., 
Vermilion, Ohio, will hereafter 
equip its “Red Spot” line of com- 
mercial lighting hangers with an 
original type of safety chain. This 
chain is of No. 5 gauge solid brass 
with the links so turned that the 
joints are off center, thus overcom- 
ing the tendency of the links to 
wedge open when subjected to 
strain. This new type of safety link 
has been given the trade name of 
“Absotite,” which is registered in 
the U. S. Patent Office. The off- 
center joint of the “Absotite” chain 
link prevents wedging apart and 
doubles the tensile strength of the 
chain. 











The Beardslee Chandelier Mfg. 
Co,. 216 South Jefferson street, Chi- 
cago, has developed this distinctive 
design of home lighting fixture for 
use in either living or dining room. 
It is made of solid brass, the orna- 
mental castings are of cast brass. 
Glass pendants complete the orna- 
mentation. Two finishes are réc- 
ommended, either sheraton gold and 
black or silver and black. 
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The electric valet manufactured 
by the Home Appliance Mfg. Co., 
801 Market street, Camden, N. J., 
presses pants in 15 minutes. It is 
simply but sturdily built and con- 
sists of three pieces, base, top and 
thermostat-controlled heating pad, 
which does the work. The current 
cost per press averages less than 
two cents. 








L 


A radically departure from the old-fashioned fabric covered cord is the “Super 
Service” heater cord manufactured by the Rubberflex Mfg. & Sales Co., Buffalo, 
N. Y. This cord is made from braided copper conductors which are cotton 
wrapped and insulated with a 30 per cent rubber compound, then wrapped 
with asbestos yarn and twisted together with asbestos filler threads. ‘Two 
conductors are then insulated with a layer of rubber of the same quality used 
on the tread of a cord tire and then vulcanized in a mould under compression. 
This construction gives a cord that is very flexible, safe, kinkless, waterproof 
and troubleproof, and has no fabric to become frayed out or soiled. The con- 
ductors have been given a perfect insulated covering and are protected from 
mechanical injury by the high-grade outer covering. 











Below is featured the “Monarch” 
lighting unit intended especially for 
kitchen and bathroom lighting. The 
holder is finished in white enamel 
or in statuary bronze if desired, and 
is equipped with the “Onli” safety 
screwless holder, a type of holder 
that dispenses with all screws, mak- 
ing it safe and simple for any one 
to install or remove the globe by 
simply lifting the ring at the base 
of the holder which releases spring 
contacts that hold the globe. The 
*Monarch” is manufactured by the 
Perfeclite Co., 5518 Euclid avenue, 
Cleveland, Ohio. 











A new, single speed, portable 6-in. bench lathe has been placed on the market 
by J. D. Wallace & Co., 1401 West Jackson boulevard, Chicago. This machine is 
one of the smallest electrically driven woodworking lathes made and is designed to 
do the smaller turning operations which make up a great share of the work in 
many woodworking plants. This little high-speed lathe is intended for work up 
to 24-in. in diameter. ‘The %4 horsepower motor is built into the head stock 
and is entirely enclosed, dust proof. 
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The “Double Action” toaster manufactured by the Best 
Stove & Stamping Co., Detroit, Mich., toasts two slices of 
bread on both sides at the same time. The simultaneous 
toasting of the two sides of the bread conserves its natural 
flavor and produces better-tasting toast. An outstanding 
feature of this toaster is the lack of guard wire marks, or 
charred spots on the toast. The bread is browned evenly 
all over. There is nothing that can get out of order. The 
completely enclosed body presents an entirely new toaster 
construction. Six feet of connecting cord equipped with 
separable plug is supplied with the toaster. It is wired for 
110 volts. 
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Refer To 


Sales Idea Section 


Read what we’re doing 
to help you get more 
dealers, more _ sales, 
more profits. 


THE P. A. GEIER CO. 
540-560 E. 105th St. 
Cleveland, Ohio 








i 825 S. Wabash Ave. 





Have Your Dealers 
Specify 
AISLE-LIGHTS 


For lighting the aisles of theatres 
and auditoriums. They give a 
substantial profit to all interested 
in their sale. Aisle-Lights are well 
known—are used in the majority of 
theatres and are easiest to sell. 
Have your dealers recommend 
Aisle-Lights—every time! 


Exhibitors Supply Co. 
Chicago, Ill. 












BE A BOOSTER 








Tell Your Friends 


About 


THE JOBBER’S SALESMAN 


Ray Reflector Co.; American Time 
Switch Co.; Arrow Electric (Co.; 
Cutler-Hammer Mfg. Co.; Electra- 


| hot Appliance Co.; Electro Heater 











Co.; A. E. Hill Mfg. Co.; Mast Seat 
Mfg. Co.; R. Mitchell & Co.; Multi- 


ple Electric Products Co.; Nathanicl 
Baldwin Inc.; Nitrogen Electric Co.; 
Herwig Art Shade & Lamp Co.; 
Harvey Hubbel, Inc.; Waterbury 
Manufacturing Co.; Peerless Light 
Co. 





Improving Appliance Sales 
Ideas on Carrying and Displaying Samples 


By FRANK J. ALLEN 
Westinghouse Electric & Mfg. Co. 


Salesmen engaged in selling the 
various materials and supplies which 
go to make up the stock of leading 
merchandising concerns of the coun- 
try, have for years carried with them 
very complete and elaborate sample 
trunks. In the shoe business they are 
always supplied with a special sample 
line of goods which they have to sell. 
The same practice is followed in show- 
ing jewelry and clothing for both men 
and women as well as many of the 
other materials which are sold in such 
large quantities. 

Realizing that a large portion of 
our electrical appliances are sold to 
women and hence must be handled in 
much the same manner as other mer- 
chandise, the writer equipped two 
steamer trunks with a sample of each 
of the appliances that constitutes our 
complete line. These were packed in 
the trunk in the cartons in which 
they are shipped. In this way I over- 
came the cost of having special trunks 
built for this purpose. To add tone 
and attractiveness to the display, I 
borrowed the six strips of velvet from 








A Traveling Appliance Salesman’s Display 


a Better Merchandising display which 
was temporarily inactive and_pur- 
chased a few artificial roses to help 
make it a little more appealing. 

Then I notified the more important 
customers with whom we wanted to 
improve our appliance sales, that I 
wished to call upon them merely to 
present the line in its entirety. No 
calls were made without appointment. 
Between three and four hours were 
allowed to each customer, as it re- 
quires that much time to set the dis- 
play up, tell the story and pack the 
goods again. 

On arriving at the customers’ place 
of business I found that the best re- 
sults were obtained iif the display 
could be set up somewhat apart from 
the store or office. Three good sized 
tables are really necessary to present 
the line properly. 

Having secured the room and tables 
I found that I could use the cartons 
as pedestals to display the appliances, 
covering them of course with the ve- 
lour. : 

On the first table were displayed 
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the four domestic irons. Two each 
of the irons were shown, one of each 
type having been taken apart to show 
the simplicity and ruggedness of con- 
struction. The cartons in which the 
irons came gave sufficient color and 
appeal for this display. 

The middle display, which is the 
largest and most important, consisted 
of cooking appliances only. The emp- 
ty Cozy Glow box makes a good cen- 
ter back piece for the loving cup set 
and the other percolators can well be 
assembled around it. The waffle iron 
on one side can be balanced by the 
table stove on the other, leaving the 
chafing dish for a front center piece 
with the dise stove on one side and 
the turnover toaster on the other. 
Three strips of velvet sewed together 
will. cover the cartons necessary to 


present this display. The roses can be | 


used to good effect, three or five being 
ample to give the desired effect. 

The last group included the appli- 
ances used in the bed room, the Cozy 
Glow, curling iron, warming pad, and 
milk warmer. Here again the velvet 
can be used to good advantage. Some- 
times the window cards can be used 
effectively. It is very important, if 
possible, not to allow your customer 
to see you assemble the display. The 
psychological effect of coming upon 
the display in its completed form is of - 
much greater value than you would 
realize. It must be more valuable 
when completed than to see it put to- 
gether piece by piece. 

In presenting this lineup, great em- 
phasis should be placed upon the fact 
that we have not only a complete and 
attractive line which will meet the 
most exacting taste, but have also 
worked out many combinations. The 
dealer is relieved to a great extent of 
the large outlay of money which he 
would be called upon to make in car- 
rying some of the competitive lines. 
For example, the yearly sales of shav- 
ing mugs, or water heaters or milk 
warmers, or sterilizers is very small 
and frequently does not warrant the 
amount of investment where one each 
of these has to be carried in stock. 
But in carrying the Westinghouse line 
he can supply these four needs by car- 
rying the one appliance, greatly re- 
ducing his overhead. And every one 
knows that reducing of overhead is a 
point greatly appreciated these days. 
The same logic applies to the disk 
stove and chafing dish. 











Ghe WAKEFIELD 
SPECIFICATIONS 











Induce architects and 
building owners to buy 
hangers that meet the 
Wakefield Specification, 
and you'll get the business 
at a good profit by bid- 
ding on RED SPOT. 


BUY 
THROUGH 
YOUR 
JOBBER 





Specifications for Chain Hangers 


Canopies: All canopies for single light 
pendants to be not less than 534 inch 
diameter and made of 22 B & S gauge 
brass, with adequate slip ring and set 
screw. 


Holders: All holders for single light pen- 
dants to be of 22 B & S gauge brass and 
equipped with three holder screws having 
beveled ends or other approved safe hold- 
ing device. Sockets must be located at, or 
adjusted to, the position required to bring 
lamp in proper relation to the glassware 
specified. Holders for 200-watt units or 
larger to be equipped with a means or 
device to compensate for lack of balance 
in glassware so that complete units shall 
hang even. 


Stems: All stems to consist of solid cast 
brass loop tapped for 1% in. iron pipe nip- 
ple, 24 B & S gauge brass casing and 
Y% in. x ¥% in. iron hicky. All wireways 
to be properly reamed and free from 
rough edges. 


Chain: All chain to be of solid brass not 
less than No. 5 B & S_ gauge, and having 
a tensile strength of not less than 50 lbs. 
General: All units to be wired with No. 
14 stranded asbestos covered wire. All 
units must have approval of National 
Board of Underwriters. No sprayed-on 
finish shall be used on any unit. 

















over ordinary hangers. 


centre to prevent 
wedging apart. 


She 


BRASS CO. 
Elberta St. 





““Red Spot’’ Hangers have 
13 distinct points of superiority 
One of 
the most important of these is 
the new ABSOTITE chain link, 
made of solid No. 5 B&S gauge 
brass, and having the joint off 
the links 
This chain has 
exceptional tensile strength— 
about double that of ordinary 
chain made of equal metal. 


F. W. WAKEFIELD 


Vermilion, O. 














Pacific Representative: 


GEORGE A. GRAY CO. 


San Francisco and Los Angeles 
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The Simplex Electric Heating 
Co., Cambridge, 39, Mass., has re- 
cenily brought out an_ electric 
heater which may be attached to 
any lamp socket. The reflector and 
guard are of copper and the heater 
is finished in forest green. The in- 
verted cone shaped element with 
screw base is removable and an 
electric lamp bulb may be used in 
place of the element, converting 
the radiator into a searchlight or 
store display. The weighted base 
of the reflector is newly shaped and 
made stable, while the reflector is 
mounted on flexible steel tubing 
which does away with joints and 
screws and permits the heater to 
be pointed in any direction. The 
guard is removable so that the 
heater may be easily cleaned. 





A new electric hot plate has been brought out by the Toledo Cooker Co., 
Toledo, Ohio, with one and two burners, in which the burners are insulated on 
the sides and bottom with asbestos. The element can be removed from the 
metal frame structure by a turn of a nut and a “lava rock” terminal block is 
mounted on the deflector plate. The two-burner plate has two terminal blocks 
connected in such a manner that the burners may be used separately or the 
centers of both together. The stoves are made of heavy-gauge, pressed steel, 
highly nickel-plated, and the heating element of nickel chromium wire. A con- 
nector, two-piece attachment plug and six feet of cord are furnished, while a 
detachable handle is provided with the single burner and stationary handles, one 
at each end, with the two-burner model. 











Hotter than 
he's used to 





Unique counter and window dis- 
plays are now being distributed by 
the Liberty Gauge & Instrument 
Co., 6545 Carnegie avenue, Cleve- 
land, Ohio. The die cut card fits 
over the plate and is held in place 
by a lug which fits between the 
element base and metal frame. 


Some of the features of the 
“Standard” Christmas tree re- 
flector manufactured by the 
Electrical Reflector & Novelty 
Co., 28 West 8lst street, New 
York City, are: it is safe, ap- 
proved by the National Board 
of Fire Underwriters; great 
improvement over the discon- 
tinued cement, rubber type; al- 
lows perfect and positive con- 
tact in any miniature socket; 
will withstand greater heat 
without cracking, chipping, 
melting, etc.; securely holds re- 
flector erect and in proper line 
with bulb; flexible insulator 
expands, permitting use of min- 
iature bulbs with non-stand- 
ard base; scientifically sized 
and shaped—not too large, for 
full, effective reflection; is 
neat in appearance, feather- 
weight, large variety of colors 
and styles, and is guaranteed. 























The Russell Electric Co., 340 
West Huron street, Chicago, 
has developed a six-cup per- 
colator made in somewhat 
similar design from the eight- 
cup percolator made by this 
company. The body is made 
of extra heavy hard-drawn 
aluminum. One of the im- 
portant features to which the 
manufacturer calls attention is 
that the appliance has been so 
designed as to pump nothing 
but water at the full boiling 
point. 
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By the development of this new 
simple one-piece contact, the as- 
sembly of a great many separate 
parts, with the accompanying risk of 
loosening in service, is entirely 
eliminated. It is not only more 
reliable, but much more wiring space 
is available and it is easy to wire. 
The Arrow Electric Co., Hartford, 
Conn., is the manufacturer of these 
convenience outlets. 








The “Hold-Heet” iron manufac- 
tured by the Russell Electric Co., 
340 West Huron street, Chicago, 
consumes, it is claimed, only 495 
watts at 110 volts. An outstand- 
ing feature is the cool top. The 
iron has a solid steel face while the 
top is of extra heavy nickel-plated 
brass. It weighs 6.5 lbs. and comes 
complete with a 6.5-ft. braided as- 
bestos cord. 
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A small compact motor starting 
switch is being placed on the market 
by the Trumbull Electric Mfg. Co., 
Plainville, Conn. Some of the fea- 
tures embodied in this switch are: 
under voltage release; overload re- 
lays; snuf-ares on 440, 550 volts al- 
ternating current; locking “off” 
shelf; button hole for fastening 
screws; large variety and sizes of 
knockouts; ample wiring room; 
opening spring; adjustable spring 
anchor; interlocking catch, and 
quick-break springs. The overload 
relays are indestructible, and in case 
of overload the relay automatically 
breaks the under voltage release coil 
which causes the switch to trip open. 


A powerful signal for in- 
side or outside service, 
particularly adaptable for 
faetories, steel mills, coal 
mines, public buildings, or 
wherever a signal of dis- 
tinctive tone is desired, one 
capable of being heard fur- 
ther than a bell or gong and 
of sufficient sound to be 
heard above the noise of ma- 
chinery, is the “Sterling” 
siren developed by the Inter- 
State Machine Products Co., 





Inc., Rochester, N. Y. It makes an excellent signal for starting and stopping 
work and by exacting promptness it saves minutes. Wherever electricity is 
available the type “F” siren may be used for any purpose desired. It is weath- 
erproof and has a flat bracket for mounting on a wall, pillar or any convenient 
place, constructed to receive 34 in. conduit and can be controlled from one or 
several switches, or two or more sirens may be wired in multiple on the same 


circuit to cover a large area. 














Below is festeriia a new orna- 
mental number of the “Beardslee” 
line of lighting units, which can be 
obtained in either sheraton gold 
and black or silver and black. The 
black is applied to the delicate re- 
cesses in the ornamental castings, 
while the basket of flowers is 
enhanced by touches of colors. ‘The 
Beardslee Chandelier Mfg. Co., 216 
South Jefferson street, Chicago, is 
the manufacturer of this unit. 











The Robbins & Myers Co.,, 
Springfield, Ohio, announces an ad- 
dition to its line of products, namely 
the type “L” polyphase induction 
motor. This motor has the same 
rugged design which has always 
been characteristic of R. & M. prod- 
ucts. While it is smaller in size and 
lighter in weight than its predeces- 
sor, the type “K” line, nothing has 
been sacrificed in strength and 
rigidity and much has been accom- 
plished in the way. of improved per- 
formance characteristics.. The frame 
of the motor is of the open or skele- 
ton type construction exposing the 
stator laminations to the air and in- 
suring thorough ventilation. 

















The trade has for many years been 
familiar with the red and white color 
design of the Columbia Ignitor. Since 
the advent of the Columbia “Hot 
Shot” battery in its attractive litho- 
graphed steel case, however, the 
National Carbon Co., Inc., Thomp- 
son avenue & Orton street, Long 
Island City, N. Y., felt it desirable 
to so change the color scheme of the 
Columbia Ignitor that it will be 
comparable with its “Hot Shot” in 
both color and design. 
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TAPE 


The trade-mark which 
insures perfect out- 
side insulation. An 
increasing demand for 
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Insulating Tape proves 
that it answers the 


test of out-of-door 








insulation by dependable 


Square D Sales Force Additions 


The Square D Co., safety switch 
manufacturer, Detroit; announces the 
following recent additions to its sales 
force: Ferguson Fague and J. F. 
O’Hara have been added to the Cleve- 
land sales office; C. E. Cook, recently 
with the electrical department of the 
Ford Motor Co., River Rouge, has 
been appointed to the Detroit sales 
* * * 


Get The Facts—And Tell ’Em 


By ROY L. BARTHOLOMEW 
The Liberty Gauge § Instrument Co. 





It does a salesman good to sit on 
the side lines at times and see why 
other fellows succeed or fail to get the 
name on the dotted line. 

On my last visit to the home office, 
it was my privilege to sit by and 
listen to a salesman promoting a cer- 
tain advertising proposition. This 
salesman was a fair specimen of J. 
Rufus Wallingford,—of fine physique, 
attired in a cutaway coat with pearl 
gray trousers, and other things to 
match. His voice was deep and his 
flow of language—well, it was won- 
derful. Yet he didn’t get his proposi- 
tion to the dotted line stage. 

Directly afterward in came another 


| chap, pleasing but in no wise out- 


service. To any job 
needing outside insulation 


x PRe 
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Black Tape brings its 
moisture-proof qualities, 
providing an insulator 
unaffected by water. It 
withstands heat and 
cold—a perfect joint in 


‘ 
winter or summertime 


Sold only to jobbers. 


Elkhart Rubber Works 
ELKHART, INDIANA 
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standing in appearance, speech or 
manner. He just talked, and I sit- 
ting by in no way concerned could not 
help but be interested by his definite 
statements. I noted how he applied 
every fact with particular reference 
to my firm’s business, and when he 
got through with his story, there was 
only one sensible thing to do—give 
him an order. 

What a fine illustration, I thought, 
of the old and the new idea in sales- 
manship. The first man mentioned 
was known 10 years ago or more as 
a supersalesman. Today it is only 
we older men that recognize his name. 
He depended on personality to get his 
order; the other man depended on 
facts. 

Altogether too many men rely on 
personal friendship to establish and 
maintain the point of contact with 
their customers. Friendship is im- 
portant, but it alone is not sufficient 
to build up a fund of Good Will suf- 
ficient to promote increasing sales. 

Knowledge, — sound fundamental 
knowledge—is today the big require- 
ment. If a salesman is alert, he can- 
not help but acquire a fund of knowl- 
edge. A famous writer has said that 











See our ad in 


SALES IDEAS SECTION 


for full particulars 
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“Sweet Dreams’? Lamp 





We Do Not Sell 


To Dealers. 


Jobbers, here is a real article 


with real merit for fast turnover. 


Packed in individual cartons. 
Cartons wrapped in 


_HOLLY PAPER 
Jobbers price $2.00 each 
in Gross Lots. 


Price to dealers $2.50 each. 


HIGHLANDS MFG. CO. 
MUNCIE, IND. 



















Reaches the job 
ready to install 


Save Time 


for yourself, as well as 
for your customers, with 
Pittsburgh Standard—the 
speed conduit. 


“Reaches the job ready to 
install”—for this reason it 
reaches you “half sold.” 
The patented Thread Pro- 
tectors save the busy 
electragist’s time and 
yours. 


Enameled Metals Co. 


Pittsburgh, Pa. 
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FOR A QUALITY FINISH 


Velvet Frost 


REG. U. S. PAT. OFF. 
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Ready to use in 214, 5, and 
10 lb. Cans. 


Marketed through the Jobber. 


McKAY COMPANY 
275 Water St., New York City 


Western Representatives 
Atlantic-Pacific Sales Co. 
San Francisco, Cal. 
Canada. 
L. C. Barbeau & Co., Ltd. Montreal 





knowledge gained by experience is 
covered with glue,—it sticks; while 
that learned from books is pretty 
much like the greased pig,—hard to 
get hold of and keep. The most com- 
plete knowledge really is built on ex- 
perience, supplemented by wide read- 
ing. Some of the best selling sugges- 
tions I know, I have gained out of the 
other fellow’s experience through the 
columns of THe JoBBER’s SALESMAN. 


Know your line. Sounds common- 
place, doesn’t it? Yet I venture that 
very few salesmen have really un- 
covered half the sales facts about the 
things they are selling. This applies 
not only to jobber’s salesmen with 
many lines, but also to specialty men 
having but few items. 


A good many salesmen depend on 
their trade to tell them things about 
their merchandise,—and then they go 
around telling merchants what other 
‘merchants have said. That is a lazy 
way of doing. A salesman should not 
be told things, he should create the 
ideas about his merchandise and tell 
them. The first method allows a man 
to fall into a negative attitude of 

















Glass Insulators 


are best 
for 
Low and Medium 
Voltages, Because of 
their Durability, 
Efficiency, Low Cost 
and Uniformity. 


Corr Pp denc 


Invited 

















\mind,—and that doesn’t get far in 
‘salesmanship. Whenever a_ buyer 
jtetle me something about a hot plate I 
‘didn’t know, I feel a sense of defeat. 
‘I ought to have beat him to it, and 
by being creative and positive I can 
be helpful instead of being helped. 

Know your line better than anyone 
you have to deal with knows it, and 
know all merchandise of like charac- 
ter as well as any buyer you ever 
have occasion to sell. Knowledge is 
|power, and when you back thorough 
knowledge with an enthusiastic be- 
lief in your own line, there is only 
one answer,—success for both you and 
your line. 













| Know your market. Try to realize 
chow big your market is and the pos- 
sibilities it holds for your dealers. 
Realize and try to make them realize 
what ten million wired homes mean 
in sales of electrical necessities,—how 
that market is growing with a million 
newly wired homes each year. That 
is something to enthuse about and 
should inspire your dealers with con- 
fidence in the future. 

Know all you can learn about your 
organization. The jobber does not 
just happen. As a “middleman” he 
is performing an economic service bet- 
ter and cheaper than anybody else 
‘could perform it or he would not last 
\six months, 




















It’s Perfect! 


Note the new way of 
assembling the 


BULL DOG 
KNOB 


Made and Sold Under 
License United States 
Patent, Feb. 3, 1920 


The placing of the 
central bushing on the 
cap instead of the base, 
places it in a class by 
itself. 


You will be safe in 
recommending this 
knob and all of our 


products to your cus- 
tomers. Write us for 
any further informa- 
tion desired. 


Illinois Electric 
Porcelain Co. 


Macomb, Iil. 
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The Fastest Selling 
Switch - Box 
Support 


PATENTED 
















End view of bar show- 
ing slot to receive 


lath holder and _ box 







tongue. 





Lath holder. Ends slip 
into slots in bar. 


The Kruse! 


A package product in 18 inch lengths 
that over 300 jobbers re-order regu: 
larly. 


Soft metal, easily snipped. Lath 
ends enter holder easily without whit- 
tling. Short pieces can be used with- | 
out waste. Saves hours of time, both | 
yours and your contractor’s. } 


Mid-West 
Metal Products Co. 


Indiana 











Muncie 








GENERAL 
PORCELAIN CO. 


W. Virginia 


Parkersburg 


Manufacturers of 
Standard Knobs, Tubes and 
Cleats, High Tension, Pin 
Type, Insulators, Strain Bush- 
ings, Electrical Fittings, Fuse 
Blocks, Switches, V. T. Sockets, 
Radio Specialties. 
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Know your buyer, or rather, know 
his problems. Then you get his view- 
point and instead of looking at him 
as a man to be “sold” you appreciate 
him as a fellow business man whom 
you, by your specialized knowledge, 
can help. When you work on that 
basis, selling is no longer a “game” 
but an opportunity for establishing 
delightful business and personal re- 


lationship. 
* * 


Mockenhaupt Starts Sales and | 


Service Business 

B. J. Mockenhaupt, vice-presi- 
dent of the Electrical Material Co., 
Chicago, has resigned and is open- 
ing an office and warerooms at 217 
N. Desplaines St., to conduct a 
sales and service business for elec- 
under the 


trical manufacturers 


Ber 





a 








B. J. Mockenhaupt 


name of B. J. Mockenhaupt & Co. 
He has been appointed district sales 
representative for the Dayton Fan 
& Motor Co., of Dayton, Ohio, for 
its high grade line of radio parts, 
fans and motors. The _ location 
which Mr. Mockenhaupt has se- 
lected for his business was made 
with a view to jobbers’ convenience 
in the matter of pick-ups. It is 
easily accessible to the downtown 
contingent as well as those located 
on the west side. 

The new company is equipped 
to represent two or three other 
reputable manufacturers, having in 
mind the matter of concentration 
on a few good lines to the mutual 
benefit of manufacturers and job- 
bers. 
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BELL RINGING TRANSFORMER 


Dongan Electri¢ Manufacturing Co 
BELL RINGING & RADIO TRANSFORMERS 
Detroit Mict 





YAGER’S 


+ 
Soldering Flux 
1873-1923 
Standard for half a century. Keeps 
dry and_ granular in new style con- 
tainer. Non-corrosive. See that your 

dealer has sufficient stock. 
This is our Semi-Centennial year. 


ASK them to buy YAGER’S SOLDERING 
PASTE. A quick, safe and sure flux. Write 
your house for prices so you will be prepared 
to quote the trade. We furnish it by MAIL 
in three sizes of the familiar blue and white 
cans: 2 0oz., % Ib. and 1 Ib. 


ALEX. R. BENSON CO., Inc. 
Hudson, N. Y. 
For list of distributors see McRae’s 1923 Blue 
Book, 
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White Frosting Solution 


Produces a smooth white frosted 
surface on any clear electric lamp 
by dipping the lamp in the solution 
and washing in water. Five or more 
lamps can be frosted in five min- 
utes, at a cost of a fraction of a 
cent each. Etch-O-Lite is clean, 
rapid and economical. Safe to use 
—no harmful or acid effect on hands 
or clothing. 


Guaranteed 
Permanent - Heat Proof 





Distributors of Factory Output: 
UNION ELECTRIC COMPANY 
Pittsburgh, Pa. 


Canada: Northern Electric Company. 
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BRUNT 


HIGHEST 


quairy PORCELAIN 















Manufactured under 


license from the Patented 
Porcelain Appiiance Feb. 3, 
Corp. 1920 


Our goods marketed through the 
Jobber. 


Drive-It Knob 
Knobs, Tubes, Cleats 
and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 















Turn To Page 12 
Column 2 


Fourth Paragraph down 
from the Subhead 


OU will find an idea 

there that is worth 

to you one hundred times 

the subscription price of 
this magazine. 


If you are reading this in 
someone else’s copy sub- 
scribe now 


$1 


A Year 


Including SALES IDEAS 
Section. 


THE JOBBER’S SALESMAN 
53 W. Jackson Blvd. 
Chicago, IIl. 




















Mr. Mockenhaupt, as head of 
B. J. Mockenhaupt & Co., brings to 
the new organization a wealth of 
experience and many friends in the 
jobbing industry gained through 20 
years’ of activity in the electrical 
sales agency and jobbing business 


in the Chicago territory. 
o. = 


Associated Manufacturers 
Announce Chairmen 


The following is a list of the chair- 
men of some of the sections of the 
Associated Manufacturers of Electri- 
cal Supplies, elected at the meetings 
of the sections held in June at the 
Griswold, Eastern Point, New Lon- 
don, Conn.: 

Armored Conductor and Metallic 
Flexible Conduit Section—George F. 
Holly, Youngstown Sheet & Tube Co., 
Youngstown, O. 

Electrical Porcelain Section—Paul 
G. Duryea, Cook Pottery Co., Tren- 
ton, N. J. 

Heating Appliance Section—R. P. 
Tracy, Manning, 
New York City. 

Non-Metallic Conduit Section— 
Russel Dart, Alphaduct Co., Jersey 
City, N. J. 

Lamp Receptacle & Socket Section 
—R. M. Eames, Bryant Electric Co., 
Bridgeport, Conn. 

Laminated Phenolic Condensation 
Products Section—D. J. O’Conor, 
Formica Insulation Co., Cincinnati, 
O. 

Moulded or Formed Insulation Sec- 
tion—A. W. Fox, The Johns-Pratt 
Co., Hartford, Conn. 

Outlet Box Section—W. W. Mer- 
rill, Chicago Fuse Mfg. Co., Chicago, 
Ill. 

Snap Switch Section—Harvey C. 
Pond, Arrow Electric Co., Hartford, 
Conn. 

Radio Apparatus Section—E. B. 
Mallory, Westinghouse Electric & 
Mfg. Co., New York. 


Metal Molding Section—C. E. 
Corrigan, National Metal Molding 
Co., Pittsburgh, Pa. 

* ~ * 


Bowman & Co.,, | 














Brooks Forms Sales Company | 


E. E. Brooks, a former jobber 
salesman and sales engineer has com- 
pleted the organizing of a company 
which will be known as the Electric 
Sales Engineering Co. which will act 
as factory sales agent, covering 
southern Ohio, southern Indiana, all 
of Kentucky, and West Virginia. Its 
offices are at 614-15 Lyric Theatre 
building, Cincinnati, Ohio. 








A NON-ACID-FOR-SODERING 


Five Forms 


Stick, Paste, Salts, Liquid, Oil. 
- Alumi-Soder, Alumi-Flux. 


SODERING-SALTS 


FOR ALL METALS 


METAL SCREW CAP WITH OIL 
LINER KEEPSSODERINGSALTS 


DRY UNDER ALL CONDITIONS. 





THISLARGE 
OPENING 4 
GLASS JAR 


PERMITS Ff 
EASY AND ff 4 IS ALWAYS 
QUICK CLEAN AND 
REMOVAL i HANDY FOR 
OF SODER- ff 4 SHOP,WORK 


ING SALTS. 
TOOL KIT 


——_—" 
ALLEN SODERING SALTS. 


For Sale by All First Class Supply 
Houses Everywhere. 


Put up in \%, 1 and 5-lIb. bottles. Also 
in bulk, tubs and barrels, 


Send for a Free Sample. 


® [8 seeing suecce = ING @ 
SODERING SUPPLIES 
oOo LEIsSIY GUY ° 


4586 N. Lincoln St. Chicago, Ill. 











“CENTRAL” 


Rigid Steel 
CONDUIT 


We have what every Jobber 
wants—a first-class product; 
large stocks for quick deliv- 
eries and a policy that makes 
friends and builds business. 





“Central White” Conduit 
may be bent like a piece of 
soft annealed wire. The 
pipe and finish remain un- 
impaired—features exclu- 
sively “Central.” 


“Central White”—galvanized 
“Central Black’ — enameled 


Central Tube Co. 


PITTSBURGH, PA. 
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RIGID STEEL 
CONDUIT anv FITTINGS 


The Steelduct Company 
Youngstown, Ohio 











CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


POLES 


NATIONAL POLE CO. 
Escanaba, Mich. 


220 Broadway, 
New York 











2844 Summit St., 
Tolede, O. 


Rialto Bldg., 
San Francisco, Calif. 



































NORTHERN WHITE 
WESTERN RED 
GUARANTEED GRADES 
24Hour Service. 


BUTT TREATING 
ANY SPECIFICATION 
Let Us Show You How 
To CashInOn BELL Poles 


SEND FOR BOOKLET CONTAINING 
< VALUABLE 
(FORMAT IO 
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First Airplane Service to 
Association Island 

Morning papers and important mail 
were delivered by airplane to the 
200 members of the General Electric 
sales conference which gathered at 
Camp Lovejoy, Association Island, 
Lake Ontario, the first week in Sep- 
tember. The flight was made from 
Schenectady on Wednesday, Septem- 
ber 5. 

This is the first time the General 
Electric Co. has used an airplane as a 
special despatch carrier or for trans- 
portation of any nature, and it is the 
first time a landing of this kind has 
been made on Association Island. Pa- 
rade grounds there form an ideal land- 
ing place for the machine. The airline 
distance from Schenectady is 132 
miles, which was covered in about 
two hours, a saving of five hours over 
the time required for railroad trans- 
portation. 

First to greet the pilot was Frank 
H. Gale, advertising manager of the 
General Electric Co., who acted as 
camp manager. Upon receipt of the 
pouch he made immediate delivery of 
the letters and papers, the first re- 
cipient being President Gerard 
Swope, followed by the vice-presi- 
dents and others. Everyone received 
mail and there were newspapers for 
all who wanted them. 

Preliminary arrangements for the 
flight were not divulged and _ first 
news of the trip reached the con- 
ference when one of the campers no- 
ticed the airplane circling at a height 


of about 1,000 feet abdve the island. 
* * * 


Porcelain Products Cataloged 


All that could be desired in porce- 
lain products to assemble a complete 
line of knobs, tubes, cleats, strain in- 
sulators, etc., is to be found in the 
new catalog No. 8 of the Illinois 
Electric Porcelain Co., Macomb, IIl. 
A new trade mark has been adopted 
recently for the split knob line. As 
the watch dog guards your home at 
night so the “Bull Dog” assembled 
split knob is supposed to be on guard 
day and night with a grip like its 
namesake. 


+ @:6 

Anylite Appoints Geo. Wells in 
Chicago 

The Anylite Electric Co., Ft. 


Wayne, Inc., announces the appoint- 
ment of George Wells, 2014 Waban- 
sia avenue, as its Chicago representa- 
tive. 








PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 








Complete Service 





INDUSTRIAL WIRING 
DEVICES 
SAFETY SWITCHES 
SERVICE CAPS, PIPE ENDS 


Wayman Electric & Mfg. Co. 
EAST PALESTINE, OHIO 
Successors To 


The Efficiency Electric Co. 








BLACK COVERS 


3” BLANK = _-_=s $2.00 per 100 
Sune -~ Za 
S* GPieER* -. 245 *.“ 
* SuAne. - 245." * 
"Ruse - aw * 
4" SFitee* - 316...” 


*Furnished with bolts. 
All prices F.0.B. Factory, Brooklyn, N.Y. 


Reben Electric Mfg. & Supply Co. 


32 Union Square New York City 

















Wrigley Toggle Bolts 


“Wrigley 
For Quality” 


€ OEC.3,1901 






Made of heavier 
gauge steel. 


Can be put through 
smaller holes than 
the ordinary toggle 
bolt. 


HOOD SCREWS ON 
TRUNNION NUT 
TOGGLE BOLT 


First toggle bolt 
made. 


THE THOMAS WRIGLEY Co. 
504 Sherman St., Chicago, IIl. 
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For Advertising 
That Ties You In 


With the Jobber 
With his Salesmen - 
With their Dealers 


Use One Medium 
THE JOBBER’S SALESMAN 


and 


SALES IDEAS SECTION 


A combination offer at 
a combination rate that 
is effective, economical 
and will interest you 


Write for particulars 


The Jobber’s Salesman 


53 W. Jackson Boulevard 
CHICAGO ILLINOIS 
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N. E. L.A. STANDARD 
POLE LINE HARDWARE 








Cross Arm Brace 
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Through Bolt 
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Pole Step 
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DoubleArm- 
ing Bolt Wire Rope Clip Guy Hook 


Strain Plate 
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Square Washer 


Round Washer Angle Cross Arm Brace 
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Recommend Hubbard N.E.L.A. 
Standard Pole Line Hardware 


The National Electric Light Association, in their specifications covering 
Pole Line Hardware, call for Hardware made of open hearth steel having 
a tensile strength of from 55,000 to 65,000 pounds per square inch. 


Galvanizing by the hot-dip process, is also specified so that the coating 
will stand four one-minute immersions in the standard test solution. 


Every piece of Hubbard Hardware is made to meet these requirements. 


HUBBARD & COMPANY 


Pittsburgh Chicago 


HUBBARD 
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Eveready Spotlight 
etdeme@al= 
10] Obscene gt ter 


**DAD’S GIFT... NOW I HAVE AN EVEREADY, I DON’T SEE HOWI COULD DO WITHOUT ONE...” 


The most useful light and the light of the most uses 
is the EVEREADY FLASHLIGHT. Instant light when 
you need it—any time, any place—right on the spot 


you want it. A convenience and a protection. 


School'and college life abounds in uses for the Eveready Flashlight. 
A great convenience in the room; a real companion and protection 
crossing the campus after dark. 


EVEREADY 


There could be no more valuable and pleasing present to a boy or 
girl starting away to school or college. Why 

not add a new and handy article to the 

student’s outfit this fall by including an 

Eveready Flashlight? 


It is literally the light of a thousand uses; 

one use may prove worth a thousand times 

the small cost. Complete with batteries 65 = 

to $4.50. Fveready Unit Cell Bat- 


FLASHLIGHTS There are 60,000 Eveready Dealers trained to deliver phe oe: ang 

& BATTERIES Eveready Service with the sale of Eveready Flashlights and give a brighter light; they 
Unit Cell Batteries; at electrical, hardware, drug, sporting last longer. 

goods and general stores, garages and auto accessory shops. 








| 
—they last longer 





Mr. Salesman:—Again the National Carbon Company helps you increase your sales. The above advertise- 
ment appeared in attractive color as a full page in the Sept. 29 issue of The Saturday Evening Post. Campaigns 
are also now running in newspapers, farm papers, fiction magazines, and women’s magazines. Surely, such 
advertising will help you induce your dealers to concentrate on the Eveready Line. 


NATIONAL CARBON COMPANY, Inc. 
Long Island City, N. Y. 


Atlanta Chicago Cleveland Kansas City San Francisco 


EVEREADY 
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Coming Soon | 








One month hence we shall have a very important announcement to 
make—which following the advertising of our new type “L”’ Poly- 
phase Motor is destined to excite wider interest in the Robbins & 


Myers line than anything that has occurred in years. 


This announcement will be broadcasted nationally and will provide a 
tremendous impetus to the sale of R & M Motors. To jobbers it 
means the value of an R & M franchise will be greater than ever be- 


fore. To jobbers salesmen it means more and easier sales. 


You will find it well worth while to read our announcement in the 
Saturday Evening Post, November 3rd issue, and in this magazine next 


month. 


THE ROBBINS & MYERS COMPANY 
Springfield, Ohio—Brantford, Ontario 


) & Myers 


eee and Fans 











Sales Ideas 
Successful Sales Stunts 


for those who Retail 
and Install Electrical 








Products> “¥p 








Sales Ideas 


Program for 12 Months 


OCTOBER—Christmas Selling 
Appliances, Xmas tree outfits, flash- 
lights, toys, ete. 


NOVEMBER—Radio 


DECEMBER—Annual Clearance 
Sales 


JANUARY—Small Appliances 
Adapted for use in home, hospital, of- 
fice and factory. 


FEBRUARY—Cleaning 


Vacuum cleaners, scrubbers. 
MARCH—Home Electric (Wiring) 


APRIL—Home Lighting and 
Fixtures 
MA Y—Electric Laundry 


Washers, ironers, dryers, flat irons. 
JUNE—Fans and Ventilation 
J ULY—Hot Weather Selling 
AUGUST—Cooking and Baking 


Ranges, ovens and all portable cook- 
ing appliances. 
SEPTEMBER—Commercial 
Lighting 


Published by 
Electrical Trade Publishing Co. 
Chicago 
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Successful Sales Stunts for Those Who 
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Getting Merchants Together on 
Uniform Street Display 


Sales Stunt No. 30 


N DAVENPORT, Iowa, Warren, Pa., and many other towns, the 

merchants get together on a co-operative Christmas street decora- 
tion. This idea can be spread to the profit of the electrical dealer and 
contractor. A favorite method 
is to remove the center globe from 
street lighting posts and place 
thereon small Christmas trees 
equipped with electric Christmas 
tree lighting outfits. The electri- 
cal dealer can make some big 
sales this way. In Warren, the 

















trees are erected along the curb- 
ing and each merchant lights the 
trees in front of his store from a 
circuit running from a_ second 
story window to a convenient pole. 

















Holiday Souvenirs 
Sales Stunt No. 31 


CANADIAN electrical merchant gave Christmas souvenirs with 

every purchase made in his store during the month of Decem- 
ber. The souvenirs ranged from an attractive Christmas card, given 
away with purchases of less than one dollar, to really elaborate gifts 
with cash purchases of the bigger appliances. This plan keeps the 
Christmas idea in the minds of all the store’s customers and greatly 
increases sales. - 








‘*Wireless Control’? Window 
Sales Stunt No. 32 


ERE IS a window that is a great “puller” for the Christmas 

crowds, used very successfully by a Pasadena dealer. The house- 
hold appliances which make good Christmas gifts are used. Nor- 
mally, the merchandise is not in 
motion, but when a_ pedestrian 
stops to view the window and 
presses the button placed in a con- 
spicuous place, all devices start to 
operate immediately. The window 
is said to have “wireless control’ 
and to-all appearances no connec- 
tions are made between the but- 
ton on the front pane of glass and 
any electrical circuit. All of the 
appliances displayed in the window 
are connected to a single circuit 
containing a relay, and when the connection is made all of the devices 
come into motion. 


























In arranging for the display which is to be under “wireless con- 
trol,” the pliability of a sheet of glass is taken into consideration. The 
button which is placed in the center of the pane, gives window gazers 
a definite place to press upon the glass. When this spot is pressed, 
the entire pane moves in a slight distance and by a system of concealed 
wires the relay circuit is closed which in turn actuates a switch that 
controls the main circuit. When pressure is removed from the pane 
of glass the relay circuit is opened and the switch controlling the main 
circuit snaps to the “Off” position. Thus the appliances are in op- 
eration only when some prospective customer stops to press the button. 

When the circuit is closed the electric vacuum cleaner, washiig 
machine and wringer and the sewing machine all start to move and the 
element of the air heater turns to a reddish color. All of the lamps 
displayed are lighted and the entire exhibit presents a most interesting 
moving display. At the base of the washing machine there is a card 
containing the wording, “Push the button on the window and see the 
washing and wringing machine run,” while a card near the electric bell 
announces, “Push the button and hear the bell ring. We repair all 
kinds of electrical appliances.” 

Still further to draw crowds, small arrows are painted on the side- 
walks for a considerable distance in each direction from the store. 
These all point the way to the “wireless control” window and aid 
greatly in attracting attention to the exhibit. To carry out the same 





scheme in the display window, smaller arrows are made upon which 
may appear an appropriate Christmas slogan with “Push the Button,” 
and placed alongside each piece of merchandise. Finally, an arrow is 
placed at the button, showing that the trail started by the larger 
arrows on the sidewalk had ended at the button. 


The $5.00 Gift Table 


Sales Stunt No. 33 


| MERCHANT in the middle-west used his most prominent dis- 
play table in the center of the store to show an assortment of 
electrical items under a big sign, reading— 
Electrical 
Christmas Gifts 
at Less Than 
$5.00 
Travelers’ irons, curling irons, standard household irons, small 
percolators, portable lamps, hotplates and many other suitable items 
were displayed. The “stunt” emphasized the fact that there are many 
attractive, useful and inexpensive gifts to be purchased in the elec- 
trical store. 


Christmas Display Put On in 
Two ‘‘Stages’”’ 


Sales Stunt No. 34 


66] GET AN early start and at the same time avoid having my 

Christmas display become ‘stale’ by planning a ‘two stage’ dis- 
play,” says a Wisconsin dealer. “The first ‘stage’ is to use red and 
green shades over none but the central lamp in my ceiling clusters, 
a few simple festoons along the walls, high up and a single prominent 
table of Christmas packages with a big, bright card announcing ‘Ad- 
vance Suggestions for Electrical Christmas Gifts’. There is just 
enough holiday decoration to give a Christmas spirit to the store, and 
still keep it from looking skimpy. Then, when the Christmas buying 
sets in in earnest, I elaborate these first decorations and make my 
real Christmas appeal. 

“The merchant who puts in a complete holiday display too early 
is in danger of having it pall and become ‘an old story’ before the real 
buying begins, while if he waits too long he misses a lot of business. 
My ‘two stage’ plan works just right for me.” 








Phone the Women About Gifts 


Sales Stunt No, 35 


gaged every woman is worrying from December 1 on about what 
to get her husband, brother, or some other male member of the 
family. Decide upon one device which would make a particularly good 
gift for a man and then go after business by phone. Select a girl 
from the sales force who has pleasing conversational gifts and good 
telephone manners. Let her formulate her story ahead of time, then 
call up every woman on your prospect list and make the suggestion 
of this gift tactfully and in a way to make the article appear most 
attractive. An eastern electrical dealer attributes much of the suc- 
cess he has had with holiday sales to this stunt, and believes that it 
works so well, principally for two reasons—this worry on the part of 
the woman of the household to get the man something besides neck- 
ties and cigars and because a woman almost never cuts short a tele- 
phone conversation with anybody at anytime. You can always get 
your sales talk over. 


A Christmas Fairy Display 
Sales Stunt No. 36 
A TORONTO electragist “killed two birds with one stone” in his 


Christmas window last year. He made a display of electric toys 
—which, he declares, interests the grown-ups as much as it does chil- 
dren—and at the center rear placed a Christmas fairy dressed in white. 
Two powerful spotlights with vari-colored screens kept a constant 
changing play of color over this figure, giving it the attention-value 
of motion and the indescribable beauty of variegated tints. The win- 
dow was not alone unusually successful in selling electrical Christmas 
gifts, but it caught the eye of several merchants who gave the elec- 
trical man orders for similar equipment for their own windows. 


Cook Book Christmas Souvenir 
Sales Stunt No. 37 
CENTRAL station in Alabama utilized a full page newspaper 


advertisement to offer to every lady in the city, a Christmas 
souvenir. The advertisement appeared about the middle of December. 
The souvenir was a cook book, of which almost 4,000 copies were given 
away to women who called at the company’s office as a result of this 
announcement. 








Clever Modification of Toy 
Railway Idea 


Sales Stunt No. 38 


O A Cleveland merchandiser belongs credit for devising a most 
effective Christmas window—one which not only attracted more 
than its share of attention, but made a lot of sales. A toy railway 
was installed in a window with ap- 
propriate background of Christ- 
mas trees, snow, holly, etc., the 
track being arranged so it ran 


around the edge of the window and “ y 
disappeared into a tunnel at the yt j 
back. Behind the window back- ae ight 


ground and screened from view is 
a boy who “operates” the window. 

First, the operator puts up a 
sign, “Electric Toaster—an Ideal ST Bs cur < 
Gift—$6.00” and immediately the FOR A MOMENT ———__" 
train emerges from the tunnel (© 
bearing a toaster. The current is cut off for a moment when the train 
reaches the center of the window, and then it disappears into the tun- 
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nel. The card is then changed to announce a curling iron, then a per- 
colator, etc., the various appliances being carried into view and then 
off again. People will stand for many minutes to see what is coming 
next. The sales “punch” is got into the display by occasionally put- 
ting up the sign, “Come in and See the Many Practical, Beautiful and 
Inexpensive Gifts Displayed Inside” and sending out the train with a 
Kewpie-doll holding a banner, “I’m going to buy all my Christmas gifts 
here”’. 


Only Christmas Literature at 
Christmas Time 


Sales Stunt No. 39 


EGINNING the first of December, one dealer in Iowa removes 

all standard leaflets and other advertising matter from his count- 
ers and catalog rack, and replaces them with literature that has the 
Christmas appeal. Many manufacturers furnish special holiday 
printed matter and this dealer uses nothing else during the Christmas 
buying season. 








Loud-Speaking Santa Claus 
Sales Stunt No. 40 


LOUD-SPEAKING Santa Claus in the window of a store in 

Pennsylvania compelled the attention of hundreds of shoppers and 
kept the store crowded. This Santa Claus drew all sorts of electrical 
gifts from his pack and out of his 


sleigh, described each one and told = = 
which member of the family it was | et 
Yp, A \ / 


for. Thé loud speaker was ar- wit 
ranged so that the horn was out- 2 - / ten 4 
7 
KS 














side of the upper part of the 

window framework, being con- 

nected with the usual form of 

transmitter inside, so placed that 

Santa Claus’ voice was easily 

picked up as hé carried on_ his 4 @ 

“sales talk.” ry 
This stunt is one that is com- \. ff ee 

monly used by retailers in general ew 

lines and never fails to draw a shoppers 


crowd. 




















Converting Dead Stock into 
Christmas Cash 


Sales Stunt No. 41 


N EXTREMELY good Christmas selling idea is.summed up in 

these words :—Convert your dead stock into cash. ‘In every elec- 
trical store there are dozens of pieces of such merchandise. By. buf- 
fing them up and displaying them attractively with a holiday appeal, 
a good deal of such stock can be turned into cash, and the cash in- 
vested, as it should be, in merchandise which has a fast turn-over. 


Guaranteeing .Christmas Day 
Delivery 


Sales Stunt No. 42 
NEW ENGLAND central station kept a Christmas record 


prominently located in the sales room with an appropriate sign 
explaining that articles ordered in advance would be delivered on 
Christmas Eve or Christmas Day. Each customer who made a pur- 
chase for Christmas was given a card certifying to the purchase and 
promised delivery date. By thus formally promising delivery, a con- 
siderable number of extra sales were made. 








A ‘‘Shop Early’’ Sale 


Sales Stunt No. 43 


AX EASTERN retailer found it very profitable to hold a “Shop 
Early” Christmas sale right after the first of December. Attrac- 
tive invitations were sent out to all of the company’s prospects and 
inexpensive favors were given to each lady who called. A feature of 
the display was a huge Christmas tree containing almost 500 lights, 
which in itself was so spectacular as to cause a great deal of talk 
by those who saw it, thus leading others to call during the sale. After 
this early sale, a part of the Christmas decorations were taken down 
for a week in order that the final drive for holiday business should 
not become monotonous. 


A Picture Directory 
Sales Stunt No. 44 


ICTURES always tell an interesting story. Any one of any age 

can always find a scrap book interesting, no matter who com- 
piled it. Carry the idea further into a bulletin board with several 
good sized leaves mounted vertically in a prominent place in the store. 
Devote a leaf to electrical gifts for mother, another for brother, father, 
grandfather, grandmother and so on. At'the top cut out and paste 
down a large picture from some magazine representing a typical father, 
mother or of whatever member of the family the leaf is devoted to. 
Then make a selection of electrical gifts suitable for that person. From 
current trade papers or from catalogs cut out good sized pictures of 
these various devices with a brief letter legend under each telling why 
it makes an appropriate Christmas gift. It is surprising how many 
will stop to go through this bulletin board scrap book and then ask 
to be shown a sample of some device in which they are interested. 


The Grouped Gifts Idea 


Sales Stunt No. 45 


NE OF THE good sales ideas suggested—one that worked well 

for the dealer who tried it—was an arrangement of display tables 

each containing gifts for a definite group of people; as gifts for father, 

gifts for mother, gifts for old folks, gifts for newlyweds, gifts for the 

college girl, gifts for boys, etc. This arrangement, we are told, helped 

many hurried undecided shoppers to select something suitable—and 
something electrical. 











Be Sure to Use a Christmas Slogan 
Sales Stunt No. 46 


ERCHANTS in many lines use a special slegan during the 
Christmas buying season, but none find it more effective than 
the electrical merchant: The public does not ordinarily think. of 
electrical items as Christmas gifts, which is the reason a snappy slogan, 
prominently displayed, invariably brings results to the electrical store 
that uses it. Some of the slogans that have proven profitable are— 
“Give Something Electrical” 
“Make This An Electrical Christmas” 
“Electrical Gifts Are Practical Gifts” 


Making Husband Buy Wife an 
Electrical Gift 


Sales Stunt No. 47 


N INDIANA salesman of vacuum cleaners uses the following 
sales strategy effectively at Christmas time. , 

Whenever a woman says she cannot afford a cleaner although she 
wants one, he secures the husband’s business address and calls upon 
him at his office, explaining that the wife wants the machine and that 
it would make a good Christmas present. Where possible, he demon- 
strates on an office rug and in the presence of other employees of the 
firm. Office rugs are generally pretty dirty so the demonstration in- 
variably proves effective and this salesman finds that he not only sells 
a large proportion of the prospects he goes after, but he picks up a 
considerable number of orders from other men who work, in his pros- 
pects’ offices. 

A feature of his canvass is the use of an attractive wrapping of 
holly paper and green and red ribbons which he has around an empty 
carton that he carries with him. He promises Christmas morning de- 
livery in this attractive package and finds that the stunt pays big. 


Illuminated Wreath Sells Itself 


Sales Stunt No. 48 


AS EASTERN electrical shop installed in its window early in the 
Christmas season a large holly wreath illuminated with an eight- 
lamp Christmas tree lighting set, and so attractive was this to neigh- 
boring merchants that over a dozen were purchased by them for simi- 
lar displays. Two of the illuminated wreaths were later found used 
as church decorations during the Christmas Eve party. 








Boosts Bell Transformer Sales 
Sales Stunt No. 49 


LTHOUGH there are more than 9,000,000 homes in the United 
States wired for electricity and although the bell ringing trans- 
former is one of the least expensive and most useful electrical devices 
on the market, the number of 
homes equipped with bell ringers 
is so small.as to be almost neglig- 
ible. Judging from the results 
obtained by the George Weider- 
man Electric Co., of Brooklyn, 
New York with a simple counter 
display of the bell ringer, the rea- 
son for this is that most people 
hardly know that such a thing as 
a bell ringer exists, or think that 
it is a complicated and expensive 
device suitable only for use in 
large homes or apartment houses. 
The display through which the Weiderman company. is acquaint- 
ing the public with the real nature and function of the bell ringer and 
is thus increasing its sales, consists of a simple stained wooden board 
upon which are mounted two wires representing a lighting circuit, 
bell ringer, a bell and a push button, with appropriate wording in- 
viting the customer to push the button and hear the bell ring. The 
display is effective because it appeals to the natural impulse to “play 
with things” and because it shows in the most effective way the sim- 
plicity of the device and that “it works”. 





























‘‘Pre-Holiday’’ Display in 
| November 


Sales Stunt No. 50 


DEALER in the far west used a single large table for a pre- 
holiday display during the first week in November. The regular 
merchandising activities of the store were not interrupted, except 
that the attention of every customer was called to this advance show- 
ing of electrical gifts. A prominent card reading “Make your selec- 
tions early” led many to include electrical items in their Christmas 


shopping lists. 








Inexpensive Decorations 
Sales Stunt No. 51 


HE materials needed for an effective Christmas window need not 

be expensive. White crepe paper, cut in jagged forms, make ex- 
cellent icicles when pasted along the upper edge of the display window, 
and the same paper spread over 
the floor of the window and 
sprinkled with imitation frost will 
make a very chilly looking snow 
bank. Little whisps of cotton bat- 
ting stuck to the glass with mucil- 
age furnish the effect-of a snow 
storm. Add to these the Christ- 
masy” glow of red and_ green 
bulbs, and you have the accessories 
of a window which will cost but a 
dollar or two and which attracts 
and holds attention during the 
holidays. 


























Fern and Ivy Decorations 
Instead of Holly 


Sales Stunt No. 52 


N A SMALL Ohio town the leading (and we believe the only) elec- 
trical dealer made an inexpensive but very smart. Christmas dis- 
play by using potted ferns and ivy instead of high-priced holly ,which 
not only costs a lot of real money, but which quickly dries out and looks 
“seedy”. Some of the ferns this Ohio dealer used came from his own 
home, some from the homes of friends, and the balance were borrowed 
from the proprietor of a greenhouse ‘for whom he had done favors. 


Loaning Christmas Tree Outfits 
to Churches 


Sales Stunt No. 53 


BROOKLYN retailer several years ago advertised in the news- 

papers, offering to any church having a Christmas festival the 
loan of a Christmas tree lighting outfit. The offer may be restricted 
to the first specific number applying for the service. In this case the 
quota was taken up almost immediately. This stunt served to advertise 
Christmas tree lighting and to breed good will for the retailer. 





Sell X-mas Gifts in Groups 


Sales Stunt No. 54 


EATURE groups of appliances, such for example as grill, per- 

colator and heating pad. Make a group price that gives a small 
discount, which is legitimate because one sale sells three appliances. 
Appeal then to groups of buyers—sons and daughters, club members, 
friends, etc.—to pool their resources and buy one of these larger and 
really useful combinations rather than a lot of small individual presents 
which would not do the recipient much good. Make a feature of this 
in all your advertising—newspapers, circulars and within-the-store ad- 
vertising. The sporting goods retailers have all found this very suc- 
cessful in selling a golf bag, a small selection of clubs, and a number of 
balls at a price somewhat less than the collective price for the individual 
items. 


Moving Santa Claus Display 


Sales Stunt No. 55 


DEALER in Warsau, Wis., arranged a very attractive window dis- 
play on the order of a stage setting, a beautiful winter scene being 
depicted at the back. In the middle foreground Santa Claus with his 
sled drawn by reindeer was made to appear on the scene, travel clear 
across and disappear on the other side—over and over again, by means 
of an endless belt. This resulted in thousands of “child-hours” in 
front of the window for the most part with waiting parents who in- 
spected the row of electrical Christmas gifts displayed in the fore- 
ground. 


Non-Electrical Goods to Create 
‘‘Gift Atmosphere’’ 


Sales Stunt No. 56 
QO lines of trade are putting in electrical stocks and grab- 


bing electrical business where they can make it pay. There is 

no reason why the electrical store must ‘always sell only the things 

that electric current will run through. A Washington electric shop 

had tremendous success at Christmas time with a small but well-selected 

stock of quick-moving, non-electrical specialties, such as book ends, 

trays, baskets, vases, ornaments and toys. In the window they are a 

| sure magnet to draw trade into the store. They create more of a 

gift atmosphere. The number and variety of electrical appliances is 

not yet sufficient so that we can create that atmosphere as strongly 
as we wish, so use other things. 








Popular Merchandise at Back 
of Store 
Sales Stunt No. 57 


HE ELECTRIC SALES CO., of Columbus, Ohio, put its big 

display of Christmas tree decorations in the extreme rear of the 
store. These decorations are the items most called for during the holi- 
days, and by placing them far back the public was forced to pass en- 
tirely through the store, both coming and going, and thus had a 
chance to see many other electrical gift suggestions. The Christmas 
tree lights were emphasized in the firm’s advertising and by erecting a 
large, fully lighted Christmas tree on a shelf jutting out over the 
doorway. Hundreds of people who came only for tree lighting sets 
saw and brought other items by this clever “trick” of placing the | 
popular merchandise in the back of the store, 


Fast Sales with no Wrapping 
or Packing 
Sales Stunt No. 58 


N IOWA dealer bought a large number of boudoir lamps packed 

in individual cartons and had each carton wrapped in holly paper. 

On each package ‘he then placed an address label with space for 
writing in name of sender and name and address of consignee. 

Each carton was labeled with contents and since there were only 
three designs in the whole shipment, he removed only one lamp of each 
design from the cartons. 

These three lamps were equipped with lights. Then he piled all the 
other lamps in their holly cartons “helter-skelter” in the window with 
a neat sign on the window glass giving the price and offering to do the 
delivering or mailing for each customer. 

This method enabled them to sell hundreds of lamps without trou- 
bling to pack or wrap any of the items. 





HE sales stunts in the “Sales Ideas” section are selected from the best that 
ff Dove appeared from time to time in the electrical, business and class publica- 

tions, and association proceedings, as well as from among those contributed 
direct to us by dealers, central station appliance departments, manufacturers 
and others. General acknowledgement is made to these various sources that have 
been helpful to us in producing something that we believe will be useful in the 
common aim—to help the electrical industry. 


























= "O3 ON 


| | BEAUTIFUL HOME 
_ || LIGHTING FIXTURES 


The Most Lasting of Christmas Presents 


A Sales Idea! 


(1) In your newspaper advertising and by 
direct mail to your propects, picture 
the desirability of the whole family 
uniting on the most practical, beneficial 
and attractive thing — home lighting 

fixtures which they all may enjoy the 

year through. 


(2) Carry out.the idea by building a typical 
room in your store or by devoting one 
window to it showing the effect of a 
beautiful Williamson Home Lighting 
Fixture. Decorate appropriately with 
holly. Carry out the Christmas effect! 


(3) Offer to have the fixtures installed the 
week before Christmas, shrouded and 
ready to be unveiled at the convenience 
of the purchaser. 


Other Ideas for the Requesting! 


R.WILLIAMSON & CO. 


CHICAGO 


Distributed by prominent jobbers everywhere 





























AISLE-LITES 





: a 


Big profits are being made by electrical contractor dealers through- 
out the country by specifying aisle lights for lighting theater and 
auditorium aisles. You not only get a long profit on the aisle 
light but also your profit on the wiring. Send for complete cir- 
cular giving list prices and discounts. 


Exhibitors Supply Company 


825 So. Wabash Ave. Chicago, IIl. 








Contribute 
Your Best Sales Stunts 


Those interested in helping to stimulate the sale of 
electrical merchandise through electrical channels are 
invited to contribute descriptions of sales stunts that 
they have employed with success. 

These descriptions should be confined to 250 words 
or less. A diagram or sketch may be used where 
necessary. 

We will pay $2.00 for each suggestion of this kind 
found acceptable for publication. 


Address Contributions to 


The Jobber’s Salesman 


Room 824, 53 W. Jackson Blvd. Chicago, II1. 























Royal Dealers Are Al- 
ready Supplied with 
Helpful Advertising for 


BB 
Christman Christmas 
Sales 





| We have already supplied to Royal Dealers complete, prac- 
| tical, salesmaking Christmas advertising, in which the Dealer’s 
| store and the Dealer’s service are emphasized equally with 
| the merits of the Royal Cleaner. 

This advertising includes not only circulars, letters, printed 
matter and window display material, but it also includes 
smashing full-page advertisements in Saurday Evening Post, 
Ladies’ Home Journal and Good Housekeeping. 

The power and practicality of this advertising, added to the 
fact that it is issued early and in accordance with a clean-cut 
merchandising program insures the Royal Dealer large Christ- 
mas sales. 

Last Christmas our Dealers’ stocks and our factory stocks 
were practically wiped out—all turned into cash. 

This year, because of extra advertising, there should be even 
| greater demand. 








\We operate on a ‘strictly dealer policy.’’ and seek 
more good dealers to help us meet and develop 
the profitable demand for Royal Cleaners. 


Write Us 


The P. A. Geier Company 


| 540-560 East 105th St., Cleveland, Ohio 








Manufactured in Canada by 
CONTINENTAL ELECTRIC CO., LTD., Toronto, Ontario 




















This Lamp 
HOLLY PAPER CARTONS 


IVORY BASES—POPPY, ROSE AND BLUEBELL SHADES 


Equipment 
Six feet of cord, one 
| piece plug and the new 
| circle turn socket. 
Seven inch fired 
shades, extra heavy. 
Highlands patent harp 
cast iron base finished 


Carton 

Each lamp is packed 
in an Individual Car- 
ton and carton is 
wrapped 1 a flashy 
Holly Paper and each 
package has contents 
marked on the ends. 


Shades 


Decorations fired 


in rich ivory. 


Bases 
All bases are in 


three different designs. ivory, but shades are 





assorted. 
“Sweet Dreams" Lamp 
Standard package six 
Weight 38 lbs. 
ee eee ee a ne, ee ey Pp ae ee ee $3.75 
I Sova oS Gos 55.2 bk oo oe eo Meee 2.50 





DEALERS 


If your Jobber is not stocked with this lamp send your order 
direct. No sales or shipments to dealers without Jobbers’ name 


and address. 





It is not necessary to unwrap our Lamps to sell them. Just open 
one of each design. Then pile the cartons in the window. 


THE “EASY-TO-BUY” XMAS PRESENT 


We are working to capacity on this one lamp, so get your orders in 
early, in time for reorders. 
No samples to Jobbers less than standard package. 


HIGHLANDS MFG. CO. 


Muncie, Ind. 
Established 1902 























HEMCO $1000 








National Slogan Contest 


HIS Big $1,000 National Slogan Contest will do two 
things for you—start more people talking more about 
your store and bring you new customers. The 38 prizes 
are to be merchandise given away by the stores whose cus- 
tomers send in the winning slogans. Payment will be made 
in full immediately by George Richards & Company. Many 
dealers are saving this is the first contest in which the dealer 
gets the full benefit. 
Contest opened September 1, 1923. Closes November 
24, 1923. In case of tie equal awards will be made. 
Full instructions are given in our standard package 
of display materials. Mail the attached coupon today. 





George Richards & Company, 
557 W. Monroe St., Chicago, Ill. 


I want more sales and more profits. Please send me, without 
charge, your standard package of display materials and your plan 
for starting people talking more about my store. 


Name 
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I am a Tork Clock. 1 am also a 
sales idea, What's the use of other 
sales ideas if you don’t light up your 
windows and signs regularly? 


I turnelectriclights on and offregudar/y, 


$20 $25 


Iam carried in stock by 200 wholesale distribu- 

tors in roo cities. Complete illustrations, prices 

and names of my nearest distributors will be sent 

to you immediately upon receipt of your reques:, 
TORK COMPANY 

8 Wesr gorn Street, New York 





























